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ABSTRACT 
Chinese Outbound Tourists Food Consumption in the U.S.: An Extension of the Theory 
of Planned Behavior 
by 
 
Kaiyang Wu 
 
Dr. Carola Raab, Examination Committee Chair 
Associate Professor of Hotel Administration 
University of Nevada, Las Vegas 
 
 Although Chinese outbound tourists made enormous economic contribution to the 
U.S. restaurant industry, they seem to have the tendency to consume Chinese cuisine 
solely during their international trips. This study applies structural equation modeling 
(SEM) to evaluate different behavioral beliefs’ impact on the intentions of Chinese 
outbound tourist unfamiliar ethnic food consumption in the U.S. Additionally, this 
research combines the Theory of Planned Behavior (TPB) and food neophobia, a food-
related personality trait to better explain Chinese outbound tourists’ food rejection 
behavior in the U.S. 
 Results of this study showed safety concern, acceptance of table manners, 
perceived communication gap and food neophobia, but not food sensory appeal, 
significantly affect intention through different mediation effects (attitudes of consuming 
unfamiliar ethnic food and attitudes of service quality). Moreover, subjective norms 
affect intention as TPB indicates. However, perceived behavioral control did not have an 
impact on intention. The results of this study recommend ethnic food restaurateurs in the 
U.S. should ensure food safety, provide better communication and explain the menu 
items, particularly to Chinese tourists. In addition, restaurant owners need to ascertain 
that guests are aware of the table manners associated with consuming certain ethnic foods.   
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CHAPTER 1  
INTRODUCTION 
 The development of tourism has been found to play a very important role in the 
growth of the global economy (Invanov & Webster, 2007; Lee & Chang, 2008; Oh, 
2005). Between 2009 and 2013, expenditures on international tourism increased 
dramatically compared to the period between 2004 and 2008. For example, spending on 
international tourism in China increased from 79 billion dollars to 110 billion dollars. In 
the United States, the number increased from 117 billion dollars to 127 billion dollars 
through the same period (The World Bank, 2014).  
Among total tourists’ expenditures, food consumption can constitute up to one 
third of the total (Hall & Sharples, 2003; Telfer & Wall, 2000). Recent reports also 
strongly indicate tourists’ food consumption accounts for a significant proportion in their 
tourism expenditures. Tourism Research Australia (2014) pointed out that food is one of 
the four major expenditures among international visitors’ spending in Australia. 
According to another report (Galveston Park Board, 2014), the biggest proportion of 
tourist’ spending on Galveston Island is on food and beverage. Thus, increasing tourists’ 
intention to consume more food during their visit will be very important for the 
continuous development of tourism. 
Although food consumption is extremely important for the prosperity of tourism, 
Kim, Eves, and Scarles (2009) pointed out that very little research has been focused on 
this topic. Additionally, majority of the research related to tourist food consumption has 
concentrated on tourists from Western culture countries; very few have studied non-
Western tourists’ food consumption during their outbound trips, particularly their visits to 
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Western countries. However, the power of expenditure of non-Western tourists should 
not be overlooked. For instance, according to a report by the U.S. Department of 
Commerce (2014), almost 2 million Chinese tourists visited America in 2013, 23% more 
than in 2012. Spending by Chinese tourists in the U.S. approached 10 billion dollars in 
2013, 12% higher than in 2012. 
The same report (U.S. Department of Commerce, 2014) also showed, among 
different purposes of trips to the U.S. from Chinese tourists, travelling for vacation, for 
visiting friends/relatives and for education slightly increased, but the percentage for 
business decreased in 2013 compared to the number in 2012. Moreover, Yan (2014) 
mentioned that China would be the world’s most populous market for business travelers, 
and that spending in the country could exceed the U.S. as soon as 2015. Then it is not 
surprising to imagine more and more Chinese tourists visiting the U.S. for leisure and 
visiting friends or relatives instead of business purposes. According to the U.S. 
Department of Commerce (2014), shopping, sightseeing and fine dining were found to be 
the top three most popular activities among Chinese tourists in the U.S. Among the top 
three, fine dining was the only one that had a slight increase in 2013 compared to 2012. 
Shopping and sightseeing decreased. Thus, understanding the behavior of food 
consumption of Chinese tourists becomes more significant in generating revenue for the 
U.S. tourism economy. 
In the existing literature, food is considered as an attraction to attract tourists to 
tourism destinations, especially in terms of gastronomic tourism or culinary tourism (Ab 
Karim & Chi, 2010; Du & Heath, 2006). More specifically, ethnic and authentic local 
foods are used to attract tourists to visit destinations. However, Cohen and Avieli (2004) 
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pointed out that food could also be an impediment to tourism. The authors argued that 
tourists travel for novelty and strangeness, but still need a degree of familiarity to enjoy 
their experience: an “environmental bubble” of their home environment (Cohen, 1972). 
Because eating is a behavior that consists of actual bodily involvement, and tourists are 
tempted to try ethnic local foods during their visits, the feeling of eating something 
unfamiliar may make tourists reject ethnic foods. 
Xu and McGehee (2012) studied the shopping behaviors of Chinese tourists who 
visited the United States and they found that Chinese outbound tourists are interested in 
purchasing numerous types of goods in the U.S. and believe the quality of products sold 
in the U.S. is better than similar ones in China. A study by Chang, Kivela and Mak 
(2010) was the first to provide a detailed understanding of Chinese tourists’ food 
preferences in different cultural environments. Using observations and focus group 
interviews, they identified three types of Chinese tourists to Australia: observers, 
browsers and participators. Although different types of Chinese tourists have different 
levels of willingness to try unfamiliar food or to pursue new dining experiences, Chinese 
food remains the main preference for the majority of Chinese tourists. In another words, 
Chinese tourists were observed to be not willing to try unfamiliar ethnic foods provided 
in Australia in most situations, even though participators sometimes actively pursued new 
dining experiences. 
Moreover, in the field of hospitality and tourism, previous research discussed how 
ethnic foods or local foods played a role in attracting tourists and gaining economic 
benefits (Bessiere, 1998; Tellstrom, Gustafsson, & Mossberg, 2006). Also, a group of 
recent studies have proposed conceptual frameworks to better understand tourist food 
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consumption (Kim et al., 2009; Kim, Eves, & Scarles, 2013; Mak, Lumbers, Eves, & 
Chang, 2012). Even though those studies discussed food neophobia, a food-related 
personality trait which would lead to an opposite direction of tourist food consumption, 
the majority of those studies still focused on the factors that may motivate tourists to 
consume ethnic or local foods. Very few studies have specifically focused on the 
“impediment” role food plays in tourism as identified by Cohen and Avieli (2004). 
Therefore, there is a lack of research from the food rejection aspect of tourist food 
consumption. 
Furthermore, several studies (Kim et al., 2009, 2013; Mak et al., 2012) tried to 
understand different factors influencing tourists’ food consumption, very few studies 
approach tourist food consumption as a behavior to study. No studies have applied the 
Theory of Planned Behavior (TPB) to better explain this behavior to a Chinese sample.  
Food rejection has been studied quite often in other disciplines. Martins and 
Pliner (2005) used two studies to exam the reasons why humans accept or reject novel 
and unfamiliar animal and non-animal foods. In the first study, they found that 
willingness to try novel foods of both animal and non-animal origin was predicted by 
beliefs the disgusting properties of these foods and interests evoked at the thought of 
consuming them. In the second study, they obtained the same result by using a different 
qualitative sample. Koivisto and Sjödén (1996) investigated the reasons for rejecting food 
items by Swedish families with children aged 2-17 and they found with increase in age, 
children were less willing to reject food items. Research by De Moura (2007), studied the 
determinants of food rejection among school children and found stereotype and 
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unfamiliarity instead of food preferences played important roles on their food rejection. 
These methods used in those studies are applied here to Chinese tourists to the U.S. 
Problem Statement 
It is essential for tourists to consume food while travelling. Although existing 
studies (Chang et al., 2010; Kim et al., 2009, 2013; Kim, Suh, & Eves, 2010; Mak et al., 
2012) have focused on tourist food consumption in general and tourists’ food 
consumption of local food, there is a lack of  research specifically regarding tourist food 
consumption as a behavior. Hence, the widely-adopted behavior theory, Theory of 
Planned Behavior (TPB), should be employed to better explain this behavior. Ajzen 
(1991) stated that behavior is predicted by the intention of this behavior. If tourists have 
high intention to consume certain unfamiliar ethnic foods, more expenditure will be spent 
on such food. In order to predict intention, Ajzen (1991) argued that attitudes toward such 
a behavior, subjective norms and perceived behavior control were able to predict the 
intention of this behavior. It is reasonable to assume that TPB is applicable to better 
explain tourist food consumption and to explore the relationships among different factors 
influencing tourist food consumption. 
Religious factors, cultural factors, exposure effect, food-related personality traits 
and food sensory appeals have been found to influence tourist food consumption or to 
affect tourists’ decisions to consume ethnic or local foods (Kim et al. 2009; Mak et al., 
2012). Those factors have provided a basic understanding of the reasons behind tourist 
food consumption. However, tourists’ reasons for rejecting unfamiliar ethnic foods have 
not been discussed specifically. In food and beverage analyses such as menu engineering, 
menu items with lower than average popularity “dogs” and “puzzles” are usually 
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eliminated from the menu without further investigation of the reasons why the items are 
unpopular (Bell, 2002; Schmidgall, 1997). Other analysis methods such as Activity-
Based Costing (Raab and Mayer, 2007), can help restaurateurs better understand costs 
and profitability, but do not address the underlying reasons why the items are unpopular. 
After examining the relationship between attribute performance of a restaurant and 
customers’ positive and negative “word of mouth” (WOM), Zhang, Zhang, and Law 
(2014) found that food taste, physical environment, and price have an impact on negative 
eWOM. They suggested that if the restaurateurs would like to eliminate negative eWOM, 
ensuring the quality of the food or improving the service environment are crucial. The 
majority of the existing literature related to tourist food consumption is mainly focusing 
on the “attraction” side of food in tourism, not specifically on why tourists are not willing 
to try local foods, which is an impediment for the food and beverage industry in tourism. 
Cohen and Avieli (2004) pointed out that health concerns, communication gaps and table 
manners could be the major reasons that cause tourists to avoid foods they are not 
familiar with. To the knowledge of author, no research has verified or tested those 
factors’ influences yet. 
 A tourist’s unwillingness to consume unfamiliar ethnic food may be caused by a 
food-related personality trait (Pliner, 1994), food neophobia. Food neophobia is defined 
as the unwillingness to try novel foods. It can be assumed that this personality trait should 
be significantly positively correlated with tourist food rejection, which means it should be 
negatively correlated with tourist food consumption (Pliner & Hobden, 1992). However, 
two recent studies (Hafiz, Zainal, Nizan, & Shahariah, 2013; Kim et al., 2013) have 
shown a different result in terms of tourist food neophobia. Hafiz et al. (2013) found food 
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neophobia is not a predictor of tourists’ food consumption. Conversely, Kim et al. (2013) 
found it is a significant factor for tourists’ food consumption. This confusing situation 
may be due to different samples. Hafiz et al. (2013) surveyed international tourists who 
were visiting Malaysia and their opinions of Malay foods. Kim et al. (2013) surveyed 
British tourists who were visiting Korea and Spain. Both studies verified the relationships 
between food neophobia and tourists’ behavior of food consumption. Therefore, 
constructs such as intention and attitudes, which could mediate the relationship between 
personality trait and behavior, should be tested in order to better understand the role of 
food neophobia in tourist food consumption. 
Purpose of the Study 
 Although qualitative (Cohen & Avieli, 2004; Mak et al, 2012) and quantitative 
(Kim et al., 2013) studies have discussed the factors that influence tourists’ food 
consumption patterns, there is still a paucity of research investigating why tourists are not 
willing to consume local foods. Specifically, there is a lack of research applying Theory 
of Planned Behavior to explain the behavior of tourists’ food consumption. Although 
Chang et al. (2010) conducted the first study to understand Chinese outbound tourist food 
preferences in Australia, no study has identified the influences of different factors on 
Chinese outbound tourist food consumption in the U.S. However, as Eves and Cheng 
(2007) found, food preferences among Chinese people are rather different from those in 
the West. For example, a “proper Chinese meal” consists of fan (rice or noodles) and 
ts’ai (vegetable and meat dishes) (Chang, 1977). Thus, it is necessary to emphasize a 
Chinese sample since its food culture is unique.  
 This study has the following purposes:  
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1) To propose a model to better understand why Chinese tourists reject unfamiliar ethnic 
food during their visits to the U.S. applying the Theory of Planned Behavior;  
2) To explore a limited sample, specifically, Chinese outbound tourists who travelled in 
the United States to verify the proposed model; 
3) To test whether perceived food sensory appeal, communication gap, acceptance of 
table manners and concerns of food safety mediated by the attitudes toward consuming 
unfamiliar ethnic food or impact the intentions of tourist food consumption; 
4) To test the impacts of perceived behavioral control and subjective norms on the 
intention of tourist food consumption; 
5) To test whether food neophobia as a personality trait mediated by tourists’ attitudes 
toward consuming unfamiliar ethnic food or impacts the intention of tourists’ food 
consumption.  
Research Questions 
a. Can the Theory of Planned Behavior (TPB) explain the Chinese outbound 
tourists’ intentions to consume unfamiliar ethnic food? Particularly, do their 
attitudes, subjective norms and perceived behavioral control predict their 
intentions to consume unfamiliar ethnic food? 
b. Do table manners, food safety concerns, level of communication gaps and 
perceived food sensory appeal influence tourists' intention to consume unfamiliar 
ethnic food? Is it mediated by the attitudes toward this behavior? 
c. Does food neophobia as a food-related personality trait impact tourists' intention 
to consume unfamiliar ethnic food, mediated by the attitudes toward this 
behavior? 
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Limitations 
 The limitations of this study are as follows: 
First, a nonprobability sample can result in bias, because all the participants are 
obtained from snowball sampling. However, it is the only applicable attempt for this 
study, because no research companies were able to obtain a sufficient number of 
participants qualified for this study. 
Furthermore, the results cannot be generalized to the overall population of 
outbound tourists, as the respondents in this study are all Chinese. Even though this 
sample assists in filling the gap in the literature to better understand the behavior of 
Chinese tourists’ food consumption during their visitations, the results cannot reflect the 
characteristics of other cultures.  
Additionally, this research mainly tries to understand the behavior of rejecting 
consuming unfamiliar ethnic foods in the discipline of tourist food consumption. Hence, 
the result of this study cannot be generalized to explain tourists’ food consumption 
thoroughly.  
Finally, it needs to be considered that correlation does not equal causality. 
Significance of the Study 
 This study has both theoretical and practical contributions. Theoretically, very 
few research studies (Kim et al., 2010; Kim et al., 2009) have applied the Theory of 
Planned Behavior (TPB) to explain the behavior in terms of tourist food consumption. 
Furthermore, limited academic research has studied tourists’ food rejection of ethnic or 
local foods specifically. This study will also add to previous studies (Cohen & Avieli, 
2004; Kim et al., 2009; Mak et al., 2012) by empirically verifying established variables 
10 
 
and factors. Additionally, this is the first study attempting to understand Chinese 
outbound tourists’ food consumption. Therefore it can build the foundation for future 
research to explore tourists coming from this booming market. 
 Finally, the results of this study can help tourism destinations’ food and beverage 
managers to better understand the underlying reasons why tourists reject certain foods. 
The results may be especially helpful for destinations that cater to international tourists 
from China, and may increase food and beverage revenues and menu profitability. .  
Definition of the Key Terms 
 Unfamiliar ethnic food– Verbeke and López (2005) summarized existing 
literature to define ethnic food as food that represents the attitudes, values, behaviors and 
beliefs of a certain cultural tradition or heritage, religion or national origin. According to 
Kroll (1994), ethnic food markets include two types. One represents foods that are so 
familiar to consumers that they are not taken as specialty foods at all, but rather mass 
market or mainstream products. The other type is foods that relate to various ethnic 
populations that are small and sometimes confined to specific regions of a nation with 
little exposure to non-ethnics. For the purpose of this study, the term “unfamiliar ethnic 
foods” represents ethnic food that tourists have never had or rarely tried before. 
 Theory of Planned Behavior (TPB) – A theory designed to predict and explain 
human behavior in specific contexts (Ajzen, 1991). 
Attitudes – The degree to which a person has a favorable or unfavorable 
evaluation or appraisal of the behavior in question (Ajzen, 1991). 
 Subjective Norms – The perceived social pressure to perform or not to perform 
the behavior (Ajzen, 1991). 
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 Perceived Behavioral Control – The perceived ease of difficulty of performing 
the behavior, assumed to reflect past experience as well as anticipated impediments and 
obstacles (Ajzen, 1991). 
 Food Neophobia – A food-related personality trait manifested by omnivores, 
including humans, in avoidance of new or unfamiliar foods (Birch, 1999; Hobden & 
Pliner, 1995).  
eWOM – defined as all informal communications directed at consumers through 
Internet-based technology related to the usage or characteristics of particular goods and 
services, or their sellers (Litvin, Goldsmith, & Pan, 2008). 
Technology Acceptance Model (TAM) – A model to provide an explanation of 
the determinants of computer acceptance that is general, capable of explaining user 
behavior across a broad range of end-user computing technologies and user populations, 
while at the same time being both parsimonious and theoretically justified (Davis, 
Bagozzi, & Warshaw, 1989). 
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CHAPTER 2  
LITERATURE REVIEW 
Introduction 
 This chapter reviews the literature of food consumption in tourism, the theory of 
planned behavior and food-related personality trait. The first section describes food 
consumption and food rejection in tourism in order to better understand the background 
of this study. The behavior of Chinese tourist food consumption is also reviewed under 
the first section. The second section explains the theory of planned behavior (TPB) and 
its implication regarding food consumption to justify applying TPB to comprehend 
tourist food rejection. The third section identifies the factors that influence tourist food 
consumption drawn from existing literature, specifically those factors that are strongly 
correlated with tourist food rejection. The fourth section introduces the food-related 
personality trait, food neophobia, to show its impact on tourist attitudes of consuming 
unfamiliar food. The last section proposes the research model and introduces the research 
hypotheses based on the literature above. 
Tourism Food Consumption 
Food Consumption in Tourism 
 Food consumption in the general context is recognized as a collection of related 
and evolving social practices, where food no longer only serves as sustenance but also a 
way to relate to other people in social, cultural and political terms (Oosterveer, 2006). In 
terms of “dining out”, food consumption has been widely discussed in the sociological 
literature (Finkelstein, 1998; Fischler, 1988; Warde & Martens, 2000). However, food 
consumption in tourism and dining out are not identical (Mak, Lumbers, Eves, & Chang, 
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2012). Within tourism, food consumption also serves the purpose of experiencing 
different cultures and unfamiliar foods. Food consumption in tourism also gives tourists a 
distinct status or a “symbolic” experience in order to display the knowledge they have 
gained from the tourism experience (Chang, Kivela, & Mak, 2010). In a word, food 
consumption in tourism is a unique way of eating that occurs in a foreign and unfamiliar 
context (Cohen & Avieli, 2004). 
 Food consumption is a complicated human behavior with many different factors 
influencing people’s decision-making (Köster, 2009; Sobal, Bisogni, Devine, & Jastran, 
2006). The literature in food study has established a set of factors affecting food 
consumption (e.g., Booth & Shepherd, 1988; Eertmans, Baeyens, & Van Den Bergh, 
2001; Fotopoulos, Krystallis, Vassallo, & Pagiaslis, 2009). From the existing literature, 
factors in food consumption can be divided into three dimensions: the individual, the 
food, and the environment (Gains, 1994; Meiselman, Mastroianni, Buller, & Edwards, 
1998; Shepherd & Raats, 1996). Food itself can be evaluated by sensory attributes, 
food/cuisine type, price, value and quality. Service encounters, servicescape and 
gastronomic image in the destination are regarded as the environmental factors that 
influence people’s food consumption experience. As for the individual factors, cultural, 
socio-demographic, physiological factors can influence food consumption directly or 
indirectly. Factors within those three dimensions together are important at explaining the 
variations in food consumption. 
 Mak et al. (2012) posited a model of factors influencing food consumption in 
tourism after adapting the model of food preferences from Randall and Sanjur (1981), 
which included factors that include tourists, factors of food in the destination and factors 
14 
 
of the destination environment. Based on the existing literature, Mak et al. (2012) also 
posited a model to understand tourist food consumption specifically. 
Tourist Food Consumption 
Food consumption in tourism is regarded as “obligatory” in nature (Richards, 
2002), since it is mandatory for survival no matter where they are. For tourists, food 
consumption is a compulsory behavior during travel. The topic related to tourist food 
consumption has been researched through many aspects. Kim, Eves, and Scarles (2009) 
examined the factors that influence the consumption of local food and beverage in tourist 
destinations and proposed a model with three tourist-based categories: motivational 
factors, demographic factors and physiological factors. In order to understand tourist 
consumption better in South Korea, Seo, Kim, Oh, and Yun (2013) conducted a study to 
test the differences in tourists’ image of local foods and behavioral intentions to eat local 
foods based on both experiential and informational familiarity. This study obtained a 
result that compared to informational familiarity, experiential familiarity was more 
effective in improving local food image. Chang et al. (2010) generated an in-depth 
understanding of Chinese tourists’ food preferences in a different cultural environment by 
observing and interviewing tourists who visited Australia from Mainland China, Hong 
Kong and Taiwan, identifying three different types of tourists: observers, browsers and 
participators. 
From the growing body of the literature about food consumption in tourism, one 
emerging perspective is to treat food as a tourist product. The literature shows two 
contrasting opinions of food. One considers food as a tourist “attraction” (Hjalager & 
Richards, 2003), and the other view takes food as an “impediment” that prevents tourist 
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from exploring different food in a tourism destination (Cohen & Avieli, 2004). 
Specifically, food consumption in tourism is regarded as a “symbolic” form of 
consumption. Many tourists believe that experiencing local foods when they are 
travelling is not only a way to gain knowledge of local foods but also a way to experience 
different cultures (Chang et al., 2010; Kim et al., 2009). This symbolic form of 
consumption results in tourists’ desire to travel and to try local foods. However, in terms 
of food as an “impediment”, factors such as concerns of a lack of knowledge of table 
manners or communication problems will impede tourists trying ethnic food or local food 
(Cohen & Avieli, 2004). Also, food neophobia, as a food-related personality trait, and its 
impact on food consumption in tourism has been discussed in recent research (Chang et 
al., 2010; Kim et al., 2009). This topic will be specifically discussed later in this thesis. 
Food Rejection in Tourism 
 Although consuming food is a necessity for tourists during their travels, eating 
unfamiliar ethnic foods that are provided locally can be a hurdle for tourists, especially 
during cross-culture outbound trips. Within tourism, risk and uncertainty are always 
associated with tourists’ decision making (Sirakaya & Woodside, 2005). Hansan and 
Ditsa (1999) pointed out that uncertainty avoidance includes the uncomfortable feeling 
associated with uncertain and ambiguous environments. When tourists are travelling 
internationally, especially within different cultural settings, they will feel uncomfortable 
in the new environments and may be resistant to try unfamiliar ethnic foods due to each 
individual’s uncertainty avoidance. 
 Existing studies have shown several interesting findings as to food rejection in 
tourism. For example, bird nests are recognized as very nutritious in the Chinese 
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gastronomic discipline; however, this ingredient is considered to be a scary component 
physically and ritually by people from other cultures (Cheung and Wu, 2012). Another 
example is durian, an exotic but very healthy fruit that is used in different ways in 
gastronomy around southeastern Asia. Nonetheless, due to its unusual flavor and odor, 
people from the western world hesitate to consume this food when they are visiting 
southeastern Asia, despite the fact that they are aware of the large amount of vitamin 
durian contains (Zainel, Zali, & Kassim, 2010). A study by Elsrud (2001) showed that 
some young travelers from Northern Europe were scared to try the street food in 
Thailand, such as the beef barbeque. They heard that dogs and cats were used to produce 
these foods, which they found disgusting, even though the beef looked appetizing and 
smelled good. 
Chinese Tourist Food Consumption 
 This study attempts to investigate Chinese outbound tourists’ food consumption 
patterns, and especially their food rejection behaviors. Although some existing empirical 
studies (Hafiz, Zainal, Nizan, & Shahariah, 2013; Kim, Eves, & Scarles, 2013) have 
researched tourist food consumption, only Chang et al. (2010) interviewed groups of 
Chinese tourists in Australia to have better understanding of Chinese tourists food 
preferences during their outbound trips. Research has shown that the differences in 
cultures play significant roles affecting the substances that a person considers appropriate 
to eat (Atkins & Bowler, 2001). Culture also determines which foods and food qualities 
are acceptable related to their sensory properties (Prescott, Young, O’Neill, Yau, & 
Stevens, 2002). Therefore, being familiar with Chinese tourists dining behaviors is 
necessary for this study. 
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 Although Chinese dining culture is extensive, it still includes several specific 
characteristics that other cultures do not share. For instance, Cooper (1986) mentioned 
that it is very important to share ts’ai dishes (main courses) with other people at the table 
and only take a certain portion to make sure that everyone else will have equivalent 
amount to eat. Additionally, chopsticks and spoon are the major tableware Chinese use 
while eating (Cooper, 1986), which is different than the tableware used in the western 
dining culture. 
Chang et al. (2010) differentiated Chinese tourists into three typologies: observers 
(less interest in local food), browsers (no interest in local food when travelling) and 
participants (great interest in local food). Although Chinese tourists in different 
typologies have different levels of interest in unfamiliar ethnic foods, Chinese food 
culture has a considerable influence on all the Chinese participants’ tourism dining 
behaviors. A major finding was that Chinese food was found to be the dominant 
preference for most of the participants, not only for those who were not used to the new 
eating culture in Australia, but also for those who were keen to sample local food. Hence, 
it is not surprising to see a group of Chinese tourists always dining in Chinatown during 
their outbound travelling. 
Theory of Planned Behavior 
 In order to understand the behavior of food rejection, the theory of planned 
behavior (TPB) should be considered. Ajzen (1991) introduced TPB as a combination of 
several major concepts in the social and behavior sciences. “Attitudes toward the 
behavior, subjective norms with respect to the behavior, and perceived control over the 
behavior are usually found to predict behavioral intentions with a high degree of 
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accuracy. In turn, these intentions, in combination with perceived behavioral control, can 
account for a considerable proportion of variance in behavior” (p. 179). This section 
reviews the literature supporting TPB to demonstrate its applications in explaining tourist 
food consumption, specifically to better understand Chinese outbound tourists’ intentions 
and behavior to reject unfamiliar ethnic food.  
TPB in General Context 
 TPB is very suitable to explain human behavior, and it is widely adopted to 
understand behaviors in numerous disciplines. Using Technology Acceptance Model 
(TAM) and TPB to predict users’ intentions to use an information system, Mathieson 
(1991) stated that although TAM was easier to apply, TPB was able to provide more 
details to guide development of the system. For instance, as TAM could show only that 
users felt useful of using certain system, TPB could show what particular outcome was 
not being achieved. In order to understand the applicability of TPB, Ajzen and Driver 
(1992) surveyed college students to understand their leisure choices by adopting TPB. 
They found that attitudes, subjective norms, and perceived behavioral control were useful 
to predict the leisure behavior. Additionally, with the purpose of understanding and 
predicting the adoption of E-commrece, Pavlou and Fygenson (2006) used an extended 
version of TPB to denote a systematic approach to understanding and predicting online 
consumer behavior, in which a solid foundation was built for the Information System 
discipline to explore more in the online consumer behavior area. 
TPB in Food Consumption 
 Quite a few studies have implemented TPB to understand the behavior of food 
consumption, and these studies have displayed reliability and validity using TPB in order 
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to explain the behavior of human food consumption. Lien, Lytle, and Komro (2002) 
distributed two surveys 6 months apart and found no significant direct effects of attitudes 
and subjective norms on fruit and vegetable consumption of 7th grade students from the 
U.S. However, another similar study done by Berg, Jonsson, and Conner (2000) obtained 
the result that attitudes, norms and perceived control were able to predict the intentions of 
Swedish children aged 11 to 15 to consume milk and bread. Although the findings were 
opposite, it could be the cultural differences’ influence (one in the U.S. and the other in 
Sweden) instead of the applicability of TPB. 
Arvola et al. (2008) incorporated affective and moral attitudes with TPB in order 
to explain intentions to buy organic foods. After surveying people from Italy, Finland and 
UK, they found that in the UK and Italy, moral attitudes were more powerful than 
subjective norms explaining purchase intentions, but an opposite relationship was found 
in Finland. Thus, although some other studies (Rah, Hasler, Painter, & Chapman-
Novakofski, 2004; Verbeke & Vackier, 2005) have verified the usefulness of TPB 
concerning food consumption in general, it is still necessary to justify TPB regarding the 
behavior of food consumption of Chinese tourists, who are very ethnocentric when it 
comes to their food consumption and who are travelling to the U.S. in increasing 
numbers. 
TPB in Tourism 
TPB has been used very frequently in many research areas, including the 
discipline of tourism and hospitality. Han, Hsu, and Sheu (2010) tested the TPB model to 
explain customers’ intentions to stay in a “green” hotel. The results of this study showed 
attitudes, subjective norms, and perceived behavioral control had positive influences on 
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tourist intention to stay in a green hotel. In order to test the impacts that risk and 
uncertainty play on travel decision, Quintal, Lee, and Soutar (2010) surveyed online 
consumer panels from South Korea, China and Japan by adopting TPB. They obtained 
the results that subjective norms and perceived behavioral control had a significant 
impact on intentions in all three countries’ samples, while attitudes toward visiting 
Australia were significant only in the Japan sample. In terms of consumers’ intentions to 
get involved with firm-hosted online travel communities, Casaló, Flavián, and Guinalíu 
(2010) proposed a model applying TPB, TAM, and Social Identity Theory. Their results 
showed attitudes, subjective norms and perceived behavioral control had positive 
influences on consumers’ intentions to participate as well.  
Tourists’ food consumption behaviors are regarded as the behaviors that tourists 
may experience local foods during their visit or it may be possible that they reject having 
unfamiliar ethnic foods when travelling. Thus, applying TPB is useful to better explain 
such behaviors. However, among the existing literature, very few studies have used TPB 
to better explain food consumption in tourism/hospitality. A recent study by Padgett, 
Kim, Goh, and Huffman (2013) verified the usefulness of applying TPB to explain 
generation Y of Chinese consumers’ U.S. fast food consumption but it was only able to 
explain such behavior in China. Horng, Su, and So (2013) also applied TPB and lifestyles 
to segment food festival visitors in Taiwan and Macau. They identified visitors into two 
different lifestyles: family and quality valued markets and work and fashion inclined 
types. From the visitors in family and quality valued markets, the structural equation 
model showed significant impact from attitude and subjective norms to intention but with 
lower model fit. Although the model of visitors from work and fashion inclined types had 
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higher model fit, only perceived behavior control was found to be significant on 
intention. There is a paucity of strong evidence in previous research using TPB of 
explaining tourist food consumption. This study attempts to apply TPB with the aim of 
explaining the behavior of food consumption, specifically investigating tourist rejection 
of unfamiliar ethnic food. 
In the TPB model, attitude represents a person’s opinions on the behavior, 
interpreted as what a person thinks of this behavior (Ajzen, 1991). Different tourists 
should have different attitudes towards rejecting unfamiliar ethnic food during the visit, 
and different attitudes were influenced by several behavioral beliefs, which will be 
discussed later. Subjective norms, refers to perceived social pressures to behave or not to 
behave a certain way (Ajzen, 1991). Hofstede (1984) stated that Chinese people are 
generally focusing on their specific social group and trying to behave in a collectivist 
manner. As Triandis (1989) mentioned, Chinese people were found to be more concerned 
with other people’s opinions than other cultures. Hence, the subjective norm can be 
assumed to have an impact on Chinese outbound tourists’ behavior of consuming 
unfamiliar ethnic food. The last TPB construct “perceived behavioral control”, refers to 
the perceived ease or difficulty of performing the behavior (Ajzen, 1991). Pan and Laws 
(2002) found that there were many independent tours of holiday Chinese visitors, but 
more package tours of business visitors. Thus the perceived behavioral control should 
vary between tourists who travel by themselves and those who did with all-inclusive 
tours. 
The following hypotheses are proposed based on the literature above. 
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H1: Chinese outbound tourists’ attitudes of consuming unfamiliar ethnic food have a 
positive effect on their intention to consume unfamiliar ethnic food. 
H2: Subjective norms have a positive effect on Chinese outbound tourists’ intentions 
to consume unfamiliar ethnic food. 
H3: Chinese outbound tourists’ perceived behavior control has a positive effect on 
their intention to consume unfamiliar ethnic food. 
Factors Influencing Tourist Food Consumption 
 Tourist food consumption is regarded as one major component of tourism 
consumption. After researching in the discipline of food consumption, Mak et al. (2012) 
identified five major factors influencing tourist food consumptions: cultural/religious 
influences, socio-demographic factors, motivational factors, food-related personality 
traits and exposure effect/past experience. By observation and interviews, Cohen and 
Avieli (2004) found that food could be regarded as “attraction” and “impediment” in 
tourism, and the authors identified several important factors that influence tourists’ food 
consumption. Particularly, those factors that tourists perceive as “impediment” during 
their trips are more important for this study, such as health concern, communication gap 
and table manners. In TPB, Ajzen (1991) argued, attitudes toward certain behaviors could 
be predicted from behavioral beliefs. This section will review the factors that impact the 
behavioral beliefs of tourist food consumption from the rejection side, in order to better 
understand how these factors can influence tourists’ attitudes toward consuming 
unfamiliar ethnic foods. This section will also discuss other factors related to tourist food 
consumption. 
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Food Sensory Appeal 
 Sensory appeal is defined as a tourist’s need to experience tourism through 
sensation through specific sensory modes, such as touch, smell, taste, sight, hearing or the 
sense of balance (Dann, 2002; Pollard, Steptoe, & Wardle, 1998; Urry, 2002). Many 
studies (Clark & Wood, 1998; Cullen, 2005; Gupta, McLaughlin, & Gomez, 2007; 
Namkung & Jang, 2008; Sulek & Hensley, 2004) have demonstrated the importance of 
attributes related to food sensory appeal when consumers choose to dine out in a 
restaurant. Using an online survey, Jang, Ha, and Silkes (2009) found that food sensory 
appeal attributes such as appetizing appeal and attractive look were very important when 
American customers decided to choose Asian food. In addition, Ponnam and Balaji 
(2014) pointed out that gourmet taste, described as good food, food quality, palatable 
taste etc., and food presentation, described as food color, food aroma, were two important 
visitation motives for consumers in the casual dining restaurant context. Even in the fast 
food restaurant industry, Park (2004) found that fast food taste is the most important 
attribute determining the value of fast-food restaurants in Korea. Although much ethnic 
food in tourism destinations is unfamiliar to tourists, marketers can encourage cooks and 
chefs to produce better taste, smells and appearance of the local food in tourism 
destinations (Kim et al., 2013). Conversely, if the unfamiliar ethnic food in tourism 
destination looks different, smells different or tastes unacceptable, tourists will easily 
have a negative feeling about this food. Furthermore, Berg et al. (2000) also indicated 
that the belief about food sensory appeal impacts attitudes toward food consumption. 
Hence, the following hypothesis in terms of food sensory appeal and attitudes toward 
consuming unfamiliar ethnic food is proposed: 
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H4: Chinese outbound tourists’ perceived food sensory appeal is positively related to 
their attitudes toward consuming unfamiliar ethnic food. 
Communication Gap 
 Optimal communication is very important for the success in the service industry. 
For instance, it was documented that in the retail industry, increased levels of 
communication between buyers and sellers enhance feelings of trust among customers 
(Bendapudi & Berry, 1997; Doney, Cannon, & Mullen., 1997). Also, in operating rooms 
within a hospital, poor communication among surgeons, anesthesiologists, and nurses 
may lead to adverse events that can compromise patients’ safety (Awad et al., 2005). 
After comparing restaurants from India and the US, Dutta, Venkatesh, and Parsa (2007) 
recommended that communication should be reinforced in Indian restaurants since the 
lack of communication clearly induced a trust deficit between clients and the restaurants. 
 Cohen and Avieil (2004) pointed out that the difficulties in communication can 
aggravate the anxieties of tourists. They noticed the awkward feeling of several travelers 
due to their ignorance of the local cuisine, suspicion of being cheated and of being 
overcharged while they entered an eating place patronized by locals. Failing to provide 
service to solve these anxieties from tourists will negatively influence service quality.  
Parasuraman, Zeithaml, and Berry (1988) developed a scale called SERVQUAL 
to measure service quality. It is an instrument to compare the distance between how the 
service should be provided and what actually was provided from the consumers’ 
perspective. Assurance, knowledge and courtesy of employees and their ability to convey 
trust and confidence is identified as one of the five dimensions of service quality. Several 
studies (Clemes, Gan, & Ren, 2011; Papadimitriou, 2013; Wu, 2013) found the positive 
25 
 
relationship between service quality and consumer behavioral intention in tourism and 
hospitality-related disciplines. 
 Because of communication gaps, tourists normally have difficulties understanding 
unfamiliar ethnic food. Tourists are also afraid to be cheated or be dealt with unfairly in a 
local restaurant due to the communication gap. Based on these statements, the following 
hypothesis is proposed:  
H5: Communication gap perceived by Chinese outbound tourist is negatively related 
to their attitudes toward consuming unfamiliar ethnic food. 
Table Manners 
 Table manners vary among different cultures. Each country has its unique 
gastronomical traditions, which include selection of food, presentation of dishes, 
preparation skills, and the aesthetics of each dish (Long, 2004). Table manners are very 
important in “dining culture”, as they help tourists to experience a local culture and to 
learn its cultural codes in regard to the local cuisine (Bessiere, 1998).  
Although tourists are willing to try unfamiliar ethnic foods in order to have a 
better understanding of the culture of their destination, different table manners play a role 
in tourists’ attitudes. For example, Morton (2007) identifies current common American 
table manners from an American university’s website, such as “it is better to order foods 
that can be eaten with a knife and fork”, “never chew with your mouth open or make loud 
noises when you eat” and “eat rolls or bread by tearing off small bite size pieces and 
buttering only the piece you are preparing to eat”.  
Table manners are different in Eastern culture countries. For example, Cohen and 
Avieli (2004) reported that in South and Southeast Asia, it is local custom to scoop rice 
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balls with one’s hand, dip them into curry or sauce, and then eating them. People there do 
not even use utensils to dine. The authors also witnessed several occasions in which 
tourists, when finding out that there were no spoons or forks in a local culinary 
establishment, were very upset and declined to eat there.  
Horng and Tsai (2010) used a cross-national analysis to compare government 
tourism websites of several East Asia countries with the emphasis on their culinary 
tourism dimensions. They found that Korea, Japan and Thailand provided detailed 
information about their table manners in their cultures in order to create an exciting 
cuisine and food culture and to attract tourists. Table manners also believed to act as 
attraction and impediment in tourism (Cohen & Avieil, 2004). Additionally, for Chinese, 
table manners are quite different compared to other cultures (Cooper, 1986). Cooper 
mentioned that it is very important to share ts’ai dishes (main courses) with other people 
at the table and take only a certain portion to make sure that everyone else will have an 
equivalent amount to eat. Cooper also pointed out that chopsticks and spoons were the 
major tableware Chinese used while eating and providing others with toothpicks after 
dining was totally acceptable in Chinese culture. 
In some situations that tourists will not try the unfamiliar ethnic food when they 
are travelling because they cannot accept the table manners associated with consuming 
those food. The level of acceptance about different table manners is expected to predict 
different attitudes toward consuming unfamiliar ethnic food. Therefore, the following 
hypothesis is proposed. 
H6: Acceptance of table manners is positively related to the attitudes toward 
consuming unfamiliar ethnic food. 
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Safety Concern 
 When people are traveling, something unexpected may happen. It could be a 
change of the weather, an unpredicted transportation problem or just a sudden personal 
crisis. Intake of unfamiliar ethnic foods can also cause an unpredicted problem for 
tourists, as unsanitary food practices can make tourists ill. Sickness will definitely affect 
the quality of the trip and the itinerary of the trip. Hence, fear of illness may be the 
principal reason for tourists’ suspicion of local foods (Cohen & Avieli, 2004). For 
example, the Avian flu is spread on the wings of migrating birds. When it erupted in 
Asian countries, not only the volume of the tourists decreased, but also the consumption 
of dishes associated with birds. Elsrud (2001) also found that backpackers, who are 
usually very price-sensitive, would not try some cheap local foods when they were 
traveling. In that study, four young female travelers were quite unsure about Thai eating 
habits, which they considered “risky” and “dirty”, due to mythologies they had 
encountered in the backpacker community. 
 Food safety in general is very important in restaurant selection and food 
preference (Ha & Jang, 2010; Liu & Jang, 2009; Sulek & Hensley, 2004). Sulek and 
Hensley (2004) mentioned that although food safety defects do not happen frequently, 
food safety is still one of the three characteristics that determine food quality which is 
recognized as the single most important factor for the success of a full-service restaurant. 
Liu and Jang (2009) found that, food safety in the U.S. was ranked the second most 
important of 24 attributes that influence customers’ dining behavior intention. Concern 
about food safety issues and thinking about food safety were found to be related to 
frequency of dining out (Knight, Worosz, & Todd, 2009). 
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Hence, because of the concerns about food safety, tourists will be resistant to try 
unfamiliar foods in a restaurant during their visitations in order to be safe.  
 The following hypothesis pertaining to the food safety concerns is proposed: 
H7: Chinese outbound tourists’ concern for food safety is negatively related to their 
attitudes toward consuming unfamiliar ethic food. 
Socio-demographic Factors 
 Socio-demographic factors commonly include indicators such as age, gender, 
marital status, education level, occupation, and household income to reflect the socio-
economic and demographic status of an individual (Mak et al., 2012). Because of 
different socio-demographic factors, people will have different preferences to try the food 
that they are going to consume. 
Literature in tourism also suggests that socio-demographic factors can influence 
the tourist food consumption. A study by Tse and Crotts (2005) suggests that elder 
tourists may consume a narrower range of foods available in a destination. Kim et al. 
(2009) categorized gender, age and education as three socio-demographic variables that 
affect tourists’ local food consumption. They found that female interviewees had more 
interest in and were excited about trying local food when they were on vacation; elder 
interviewees and interviewees with higher education levels were found to be more careful 
about health and had a stronger desire to understand and experience foreign cultures 
through local food consumption. Kim et al. (2013) used surveys to verify the model she 
proposed earlier (Kim et al., 2009) and found that gender, age and income as 
demographic factors do have an impact on local food consumption. Accordingly, socio-
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demographic information, including gender, age, income and education, is collected in 
this study for future studies and data analysis. 
Food-related personality traits 
 Ajzen (2005) defined personality traits as a characteristic of an individual that 
exerts pervasive influence on a broad range of trait-relevant responses. Ajzen (2005, p.6) 
also believed that “personality traits are considered to be more than mere abstractions or 
hypothetical entities invented for the convenience of psychologists and are used to 
explain the person’s behavior.” Although personality traits and attitudes were similar, 
attitudes were not as stable as personality traits (Ajzen, 2005). Attitudes, which represent 
the evaluation of such behavior, could change due to new information or other reasons. 
Thus, study of the relationship between food-related personality traits and the attitudes 
toward consuming unfamiliar ethnic food in tourism is needed.  
Frust, Connors, Bisogni, Sobal, and Falk (1996) found that personal interests or 
traits were very important in building the food choice parameters of each individual. 
After interviewing 29 adults regarding their food choice process, they found that some 
people, who had a chance to experience different foods, often considered themselves as 
either food adventurers or picky consumers. They also observed several participants to be 
more food centered than others. Those two findings are related to two food-related 
personality traits: food neophobia and food involvement. Food neophobia represents 
being afraid to consume novel food, which usually happens during the international 
travelling. 
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Food Neophobia 
 Food neophobia, literally “fear of the new,” is manifested by omnivores, 
including humans, in avoidance of new or unfamiliar foods (Birch, 1999; Hobden & 
Pliner, 1995). As omnivores, human have to seek and consume a variety of foods in order 
to survive; however, novel food is usually rejected rather than accepted. Among related 
studies (Pliner, 1994; Pliner & Hobden, 1992), food neophobia was also recognized as a 
type of psychological reluctance to or rejection of novel foods, serving a protective 
function in a potential unsafe environment. 
Food neophobia, in other words, means human rejection of food that is unusual or 
unfamiliar. Nordin, Broman, Garvill, and Nyroos (2004) found that food neophobia is 
significantly positively correlated to general food rejection. Children for instance, are 
often not willing to try bitter tasting food (McBurney & Gent, 1979), are often reluctant 
to try green vegetables just based on their appearance alone (Harris, 1993). It has been 
shown that expression of this behavior among children decreases with age (Koivisto-
Hursti & Sjoden, 1997), but remains an important factor in the attitudes of many adults. 
 Food neophobia in tourism, especially since it is recognized as a personality trait 
(Pliner 1994), has been investigated in several recent studies to better understand tourist 
food consumption. Kim, Suh, and Eves (2010) found a negative effect from food 
neophobia on satisfaction and loyalty by using on-site survey of 335 travelers, who 
attended a local food festival in South Korea. Interestingly, two recent studies related to 
the influence of food neophobia on tourist food consumption turned out to have different 
results. After surveying tourists in Malaysia testing how food neophobia influences food 
consumption of Malay food, Hafiz et al. (2013) found that food neophobia was as an 
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insignificant predictor of tourists’ food consumption. On the other hand, Kim et al. 
(2013) found in South Korea, Spain and the UK that food neophobia was still a critical 
factor for tourists’ intention to consume local food during their holidays. 
As Ajzen (2005) mentioned, personality traits can explain an individual’s 
behaviors. The Theory of Planned Behavior also states that the intention of behavior can 
be predicted by attitudes toward certain behaviors. Hence, testing the influence of food 
neophobia on tourists’ intention of consuming unfamiliar ethnic food is necessary. The 
contradiction between Kim et al. (2013) and Hafiz et al. (2013) regarding the role of 
food-neophobia also needs further investigation and the use of a different sample and the 
application of a behavioral theory. Therefore, this study proposes the following 
hypothesis to deal with the unclear effect of food-neophobia within the existing literature. 
H8: Tourists’ food neophobia is negatively related to their attitudes toward consuming 
unfamiliar ethnic food. 
Proposed Model 
 By applying the Theory of Planned Behavior and the constructs that influence 
tourist food consumption, this study proposed the following model (see Figure 1) to 
understand why tourists reject unfamiliar ethnic foods during their travels, more 
specifically, Chinese outbound tourists food rejection behavior while in the U.S. The 
constructs that were adopted in terms of influencing the attitudes towards consuming 
unfamiliar ethnic food include: perceived food sensory appeal, communication gap, 
acceptance of table manners, concern of food safety and food-related personality traits. 
 First, perceived food sensory appeal, communication gap, acceptance of table 
manners, concern of food safety and food-related personality traits influence each 
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individual’s attitude towards consuming unfamiliar ethnic food. Next, as the theory of 
planned behavior states, attitudes toward behavior, subjective norms and perceived 
behavior control together impact each tourist’s intention to consume unfamiliar ethnic 
foods. The proposed model accounts for the application of both theories. 
 
 
Figure 1. Proposed model. 
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CHAPTER 3  
RESEARCH DESIGN AND METHODOLOGY 
 This chapter explains the research design, data collection and data analysis 
applied to test the proposed model. It starts with the summary of all the hypotheses, 
followed by a description of the research design, sampling plan and survey instruments. 
Next, data collection procedures are explained. Finally, this chapter describes the data 
analysis procedures used, including a description of the structural equation modeling. 
Research Questions and Hypotheses 
 Based on the theoretical relationships among constructs, research objectives, and 
the literature review, research questions are proposed here as follows: 
R1: Can the Theory of Planned Behavior (TPB) explain the Chinese outbound tourists’ 
intentions of consuming unfamiliar ethnic food? Particularly, are attitudes, subjective 
norms and perceived behavioral control correlated with the intentions of the behavior? 
R2: Do acceptance of table manners, food safety concern, the level of communication 
gaps and the perceived food sensory appeal influence tourists' intentions to consume 
unfamiliar ethnic food and are they mediated by the attitudes toward this behavior? 
R3: Does food neophobia as a food-related personality trait impact tourists' intention of 
consuming unfamiliar ethnic food, and is it mediated by the attitudes toward this behavior? 
 The research questions stated in the form of hypotheses are as follows: 
H1: Chinese outbound tourists’ attitudes toward consuming unfamiliar ethnic food 
have a positive effect on their intention to consume unfamiliar ethnic food. 
H2: Subjective norms have a positive effect on Chinese outbound tourist’s intentions 
to consume unfamiliar ethnic food. 
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H3: Chinese outbound tourists’ perceived behavior control has a positive effect on 
their intention to consume unfamiliar ethnic food. 
H4: Chinese outbound tourists’ perceived food sensory appeal is positively related to 
their attitudes toward consuming unfamiliar ethnic food. 
H5: Communication gaps perceived by Chinese outbound tourist are negatively 
related to their attitudes toward consuming unfamiliar ethnic food. 
H6: Acceptance of table manners is positively related to the attitudes of consuming 
unfamiliar ethnic food. 
H7: Chinese outbound tourist concern for food safety is negatively related to their 
attitudes toward consuming unfamiliar ethic food. 
H8: Individual’s food neophobia is negatively related to his or her attitudes toward 
consuming unfamiliar ethnic food. 
H9: Perceived food sensory appeal, perceived communication gap, acceptance of table 
manners, concern of food safety and food neophobia are related to Chinese outbound 
tourists’ intention to consume unfamiliar ethnic food and are mediated by attitudes 
toward consuming unfamiliar ethnic food. 
H9a: Perceived food sensory appeal is related to Chinese outbound tourists’ intentions 
to consume unfamiliar ethnic food through the mediation of attitudes toward consuming 
unfamiliar ethnic food. 
H9b: Perceived communication gap is related to Chinese outbound tourists’ intention to 
consume unfamiliar ethnic food through the mediation of attitudes toward consuming 
unfamiliar ethnic food. 
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H9c: Acceptance of table manners is related to Chinese outbound tourists’ intention to 
consume unfamiliar ethnic food through the mediation of attitudes toward consuming 
unfamiliar ethnic food. 
H9d: Concern of food safety is related to Chinese outbound tourists’ intention to 
consume unfamiliar ethnic food through the mediation of attitudes toward consuming 
unfamiliar ethnic food. 
H9e: Individual’s food neophobia is related to Chinese outbound tourists’ intention to 
consume unfamiliar ethnic food through the mediation of attitudes toward consuming 
unfamiliar ethnic food. 
Research Design 
 A quantitative method was used to test different factors’ influences on Chinese 
outbound tourists’ food consumption intentions by applying the theory of planned 
behavior. In order to run structural equation modeling (SEM), quantitative data via 
survey methodology was required. An SEM model requires collecting data on the same 
variables from each participant and a survey questionnaire enabled this. Burton and 
Mazerolle (2011) pointed out that survey research enables the measurement of latent 
constructs, or variables that cannot be directly observed or quantified. The survey 
instrument was based on the scales and the definitions of the constructs from the existing 
literature. 
Sampling Plan 
 The sample of this study was any Chinese citizen who had travelled to the United 
States before. Some criteria were used for selecting the qualified sample: subjects had 
had travelled to the U.S. at least one time during the past 18 months and had tried the 
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unfamiliar ethnic food at least once during their outbound traveling. An internet survey 
based on Qualtrics software was applied for this study. Sampling method used in this 
study was snowball sampling. Snowball sampling is demonstrated as a good approach to 
obtain members of rare population by referrals (Zikmund, Babin, Carr, and Griffin, 2012).  
It was considered appropriately to use snowball sampling for this study, because 
no research companies were able to obtain an acceptable sample size for the particular 
population of, Chinese outbound tourists who had visited the U.S. within last 18 months 
and had tried unfamiliar ethnic food. However, snowball sampling could introduce bias 
since a person suggested by someone also in the sample had a lot of similarity to the first 
one (Zikmund et al., 2012). Additionally, from the feedback from Wenjuanxing, a large 
online data collection agency with more than 3 million panel members from China, the 
probable panel members they were able to obtain represented the younger generation, 
which may produce bias as well. Thus, although bias existed for using snowball sampling, 
it was acceptable for this study particularly because the population this study looked for 
was not easy to be approached. Moreover, using the internet survey format can give the 
participants more time and less pressure to finish the questionnaire and it will improve 
participants’ attitude that can enhance the quality of the result. Another reason for using 
internet surveys is to increase the security level of the study and to ensure participants’ 
confidentiality. 
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Sample Size 
 In order to estimate and to interpret structural equation model results, an 
appropriate sample size is very important (Hair, Black, Babin, Anderson, & Tatham, 
2006). The literature suggests the sample size for a structural equation model with 10 to 
15 indicators normally needs to be 200 to 400 participants. In this study, our purpose is to 
get at 300 responses from the online survey.  
Survey Development 
 The items in the survey are based on the existing literature. There are some 
modifications to the original measures to fit for the current study, including the wording 
of some questions and using a 7-point Likert scale throughout. The measurements of 
intentions, attitudes, subjective norms and perceived behavior control are from related 
research applying Theory of Planned Behavior (Flavián, & Guinalíu, 2010; Han, Hsu, & 
Sheu, 2010; Padgett, Kim, Goh, & Huffman, 2013; Sparks & Pan, 2009; Wang & Ritchie, 
2012). The food neophobia variables are from the updated version of Food Neophobia 
Scale (Ritchey, Frank, Hursti, & Tuorila, 2003). Other latent variables related to rejecting 
unfamiliar ethnic food will be measured by similar scales or by definitions from existing 
literature (Hudson & Shephard, 1998; Juwaheer, 2004; Kim & Eves, 2012; Kim, Eves, & 
Scarles, 2009; Knight, Worosz, & Todd, 2009; Long, 2004; Morton, 2007; Steptoe, 
Pollard, & Wardle, 1995). All measures will be tested in a pilot study using a 
convenience sample of Chinese students residing in the U.S., in order to not only test the 
validity of the constructs and the potential missing constructs or variables. Details of the 
measurements in the survey are discussed in the following section. 
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Survey Instrument 
 The intention of behavior, attitudes toward behavior, subjective norms, perceived 
behavior control, perceived food sensory appeal, perceived communication gap, safety 
concern, acceptance of table manners and food neophobia are used as constructs for this 
model. The first part of the survey includes screening questions, to make sure the 
participants had travelled internationally during the past 18 months and had tried 
unfamiliar ethnic foods at least once during trip. Socio-demographic information includes 
gender, income, age, education, marital status and travelling purposes will be collected 
after the screening questions. Afterwards, questions to control each individual’s travel 
frequency and past experience will be asked. 
 Next, the survey inquires about the participant’s perceived food sensory appeal, 
perceived communication gap, safety concerns and acceptance of table manners when 
they were travelling in the U.S. Among these different constructs, questions associated 
with each constructs are randomly arranged in order to decrease the bias when 
participants are taking the survey. Then, respondents are asked regarding to attitudes, 
subjective norms and perceived behavior control on consuming unfamiliar ethnic food. 
After that, a 6-item food neophobia scale will be used to test the participant’s food 
neophobia levels. Questions at the end of the survey test the participants’ intention to 
consume unfamiliar ethnic food when they are travelling in the U.S. The survey will use 
a 7-point Likert-type scale (1 equals “strongly disagree”, 7 equals “strongly agree”).  
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Food Sensory Appeal 
 Food sensory appeal includes smell, flavor, taste and appearance. The following 
scales to test the food sensory appeal of unfamiliar ethnic food are specifically from 
studies done by Kim and Eves (2009, 2012) and by Steptoe et al. (1995). 
1) It is important to me that unfamiliar ethnic food I eat during my visit smells nice. 
2) It is important to me that unfamiliar ethnic food I eat during my visit looks nice. 
3) It is important to me that unfamiliar ethnic food I eat during my visit has a 
pleasant texture. 
4) It is important to me that unfamiliar ethnic food I eat during my visit tastes good. 
Communication Gap 
 Communication gaps frequently occur between tourists and restaurant employees. 
To better measure these factors, the scale was adopted from Juwaheer (2004) and Hudson 
and Shephard (1998). Juwaheer (2004) used a modified SERVQUAL approach to explore 
international tourists’ perceptions of hotel operation in Mauritius. In Hudson and 
Shephard’s (1998) study, one item specifically important for this study is English 
proficiency of employees in an Alpine Ski Resort. It pointed out the significance of the 
language barrier regarding the communication gap in the international tourism. Based on 
items provided by the studies, a 7-point Likert-type scale with 5 items was constructed to 
measure the communication gap for this study. 
1) When I was trying unfamiliar ethnic food during my visit, the employees of the 
restaurant made helpful suggestions to me. 
2) When I was trying unfamiliar ethnic food during my visit, the employees of the 
restaurant showed consistent courtesy. 
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3) When I was trying unfamiliar ethnic food during my visit, the restaurant had 
employees who communicated in a friendly and personal manner. 
4) When I was trying unfamiliar ethnic food during my visit, the restaurant had 
employees who were willing to help me. 
5) When I was trying unfamiliar ethnic food during my visit, it was difficult for me 
and the employee in the restaurant to understand each other. 
Safety Concern 
 Knight et al. (2009) investigated the relationship between food safety concern and 
the frequency of the behavior of dining out. In this study, they used 6 questions to 
measure perception of food safety from. After adjusting, a 4-item scale to measure 
tourists’ food safety concern was developed. 
1) I am concerned about food-borne illness when I am dining out. 
2) I am concerned about additives and preservatives when I am dining out. 
3) I am concerned about the hygienic performance of the restaurants in general. 
4) I have knowledge related to food safety. 
Acceptance of Table Manners 
 Acceptance of table manner measurement was created from the definition of table 
manner, since no scales could be found in the existing literature. Long (2004) defined 
table manners as the selection of food, presentation of dishes, preparation skills, and the 
aesthetics of each dish. Morton (2007) also argued that the tools to eat and how to behave 
when eating were other expressions of table manners. Hence, a 4-item scale to measure 
acceptance of table manner was created for this study; however, the validity of this scale 
needs to be tested through the pilot study. 
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1) I feel comfortable using different tableware to consume unfamiliar ethnic food 
when I am travelling. 
2) I feel comfortable consuming unfamiliar ethnic food in a local way when I am 
travelling. 
3) I accept the raw materials that unfamiliar ethnic food is prepared from. 
4) I accept how unfamiliar ethnic food is prepared. 
Theory of Planned Behavior  
 Although the TPB has not been adapted in terms of tourist food consumption, it 
has been widely applied in other disciplines, such as tourist behavior and the behavior of 
food consumption. Thus, the measurement of TPB is constructed and modified from 
several other studies (Casaló et al., 2010; Han et al., 2010; Padgett et al., 2013; Sparks & 
Pan, 2009; Wang & Ritchie, 2012). In terms of the intention to consuming unfamiliar 
ethnic food, three items from Hafiz, Zainal, Nizan, and Shahariah (2013) were modified 
and added as well. 
 Sparks and Pan (2009) used TPB to understand Chinese outbound tourists’ 
attitudes, constraints and use of information sources. Han et al. (2010) also applied TPB 
to explain tourists’ green hotel choices. Additionally, Padgett et al. (2013) interpreted 
TPB to understand U.S. fast food consumption of generation Y Chinese consumers in 
China. Hence, the following items were generated from the existing related literature with 
modifications to measure the constructs within theory of planned behavior. 
1) I think consuming unfamiliar ethnic food during my visitation is enjoyable 
(Attitude). 
2) I think consuming unfamiliar ethnic food during my visitation is fun (Attitude). 
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3) I think consuming unfamiliar ethnic food during my visitation is pleasant 
(Attitude). 
4) I think consuming unfamiliar ethnic food during my visitation is favorable 
(Attitude). 
5) I like consuming unfamiliar ethnic food during my visitation (Attitude). 
6) Most people who are important to me think I should consume unfamiliar ethnic 
food when travelling (Subjective Norms). 
7) It is expected of me that I should consume unfamiliar ethnic food when travelling 
(Subjective Norms). 
8) People whose opinions I value would prefer that I consume unfamiliar ethnic food 
when travelling (Subjective Norms). 
9) Whether or not I consume unfamiliar ethnic food when travelling is completely up 
to me (Perceived Behavioral Control). 
10) I am confident that if I want, I can consume unfamiliar ethnic food when 
travelling (Perceived Behavioral Control). 
11) I have resources to consume unfamiliar ethnic food when travelling (Perceived 
Behavioral Control). 
12) I am willing to consume unfamiliar ethnic food when travelling (Intention). 
13) I want to consume unfamiliar ethnic food if I have a chance to revisit (Intention). 
14) I expect to consume more unfamiliar ethnic food if I have a chance to revisit 
(Intention). 
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Food Neophobia 
 The measurement to test food neophobia was originally proposed by Pliner and 
Hobden (1992) by using a 10-item questionnaire. After using confirmative factor analysis 
to test the validity of this scale, Ritchey et al. (2003) narrowed it down to a 6-item scale. 
This study adopted and revised the 6-item scale in order to test each participant’s food 
neophobia level. 
1) I am constantly sampling new foods. 
2) If I don’t know what a food item is, I won’t try it. 
3) I like foods from different cultures. 
4) At dinner parties, I will try new foods. 
5) I am afraid to eat things I have never had before. 
6) I like to try new ethnic restaurants. 
Data Analysis 
Data Screening and Preparation 
 The data screening and preparation were performed using STATA (version 
STATA/SE 13.0). Data screening and preparation involved some missing observations in 
the data file, potential errors and outliers. Also, the normality, homoscedasticity and 
multicollinearity should be tested to verify the assumptions of using SEM. Through the 
online data collection, all the participants were recommended but not required to 
complete all the questions, in this way, there should be fewer missing observations. 
However, if there was incomplete information in an observation, this observation would 
be eliminated before data analysis. Since 7-point Likert-type scale was used for this study 
as a measurement, errors or outliers should not exist either. Assumption of normality was 
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checked with histograms and normality plots. Assumption of homoscedasticity was 
checked with a boxplot between independent variables with each dependent variable and 
Levene’s statistic. Variance inflation factors (VIF) were used to test the multicollinearity 
among independent variables. Depending on the source of multicollinearity, corrections 
include collecting additional data and eliminating some variables. 
Structural Equation Modeling (SEM) 
 Structural equation modeling (SEM) was utilized to evaluate the proposed model 
for this study. SEM is a combination of factor analysis and multiple regression that can 
be used to simultaneously examine a set of relationships among one or more independent 
variables and one or more dependent variables, whether continuous or discrete 
(Tabachnick & Fidell, 2007). 
Pilot Test 
 Even though the majority of the items used were from the existing literature, 
several constructs such as acceptance of table manners and perceived communication gap 
were created from definitions. Thus, a pretest was necessary to conduct in order to check 
the measurements of all the constructs. A pilot test with 100 participants was used 
through convenience sampling, specifically, Chinese international students in several U.S 
higher institutions. Chinese international students who are studying in the U.S. share a 
cultural identity with Chinese outbound tourists; therefore, they provide an appropriate 
sample for the pilot study. The pilot study ensures appropriate wording as well as a check 
for internal consistency of scales by using Cronbach’s alpha. 
 Additionally, in order to make sure participants have the similar ideas of 
“unfamiliar ethnic foods” in the study, an open-ended question will be asked in the pilot 
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study. Specifically speaking, participants have to list three unfamiliar ethnic foods based 
on their personal experience.  
Validity 
 Validity is defined as the accuracy of a measure or the extent to which a score 
truthfully represents a concept, more specifically, whether the question we ask measure 
what we think we are measuring (Zikmund et al., 2012). Construct validity exists when a 
measure reliably measures and truthfully represents a unique concept and in our study, 
we used the questionnaire to measure different constructs. Significance of t-values, 
strength of factor loadings and estimates of average variance extracted can be used to 
evaluate the construct validity (Kyle, Absher, Norman, Hammitt, & Jodice, 2007). 
 Convergent validity considers the similarity between measures within a construct, 
whereas discriminant validity considers the divergence between measures for different 
constructs (Trochim, 2006). Convergent validity evaluates the extent to which indicators 
are similar while discriminant validity measures any potential correlation among 
constructs. Comparing the average variance extracted and the squared latent factor 
correlation between pairs of constructs can show how the discriminant validity performs 
(Fornell & Larcker, 1981). 
Reliability 
 Reliability is an indicator of a measure’s internal consistency. A measure is 
reliable when different attempts at measuring something converge on the same result 
(Zikmund et al., 2012). Coefficient α is used to evaluate the reliability in a multiple-item 
scale (Cronbach & Shavelson, 2004). Coefficient α represents internal consistency by 
computing the average of all possible split-half reliabilities for a multiple-item scale. 
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From the coefficient α, it explains whether or not the different items converge. Scales 
with α coefficient a between 0.70 and 0.80 are considered to have very good reliability 
and a between 0.60 and 0.70 indicates fair reliability. However, when the coefficient α is 
below 0.6, the scale has poor reliability (Hair et al., 2006). 
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CHAPTER 4  
ANALYSIS AND RESULTS 
 This chapter includes the description of a pilot study and its results. After the 
summary of the pilot study, data analysis procedures and results of the final study will be 
presented. 
Pilot Study 
 A pilot study was conducted to test the quality of the survey instrument and the 
participants’ understanding of “unfamiliar ethnic food,” and to explore whether there 
were any constructs missing from the proposed model. The questionnaire used for this 
study included items that were created for the acceptance of table manners, and 
communication gap based on existing literature. This paper also adopted scales to 
measure perceived food sensory appeal (Kim, Eves, & Scarles, 2009; Kim & Eves, 2012; 
Steptoe, Pollard, & Wardle, 1995), food safety concern (Knight, Worosz, & Todd, 2009), 
food neophobia (Ritchey, Frank, Hursti, & Tuorila, 2003), attitudes, subjective norms, 
perceived behavioral control (Sparks & Pan, 2009; Casaló, Flavián, & Guinalíu, 2010; 
Han, Hsu, & Sheu, 2010; Wang & Ritchie, 2012; Padgett, Kim, Goh, & Huffman, 2013) 
and intentions (Hafiz, Zainal, Nizan, & Shahariah, 2013). 
 Participants of the pilot study were Chinese international students who were 
currently studying in the U.S. Brown, Edwards, and Hartwell (2010) found that 
international students preferred food from their home countries although they did 
consume local food when they were studying abroad. Thus, the use of Chinese 
international students as surrogates for international travelers for the pilot study is 
reasonable. 
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 Subjects were directed to an online survey, which included items that measure the 
indicated constructs and questions focusing on unfamiliar ethnic foods that participants 
had experienced while living in the U.S. Subjects were also asked to whether they 
understood the meaning of the phrase “unfamiliar ethnic food” in Chinese.  
 A total of ninety-one valid surveys were completed from students in several 
American universities. 69% of the subjects were female and 31% male. The average 
length of time in the U.S. of the subjects was 2.43 years with a standard deviation of 1.63 
years, which showed they had adequate experience of trying unfamiliar ethnic foods in 
the U.S. 42% of the subjects reported they were from families with average incomes 
above ￥200,000. 
Pilot Study Analysis 
STATA (SE 13.1 for Macintosh) was used to test the proposed model. The 
majority of the items loaded correctly on the constructs intended within the model, except 
for five items shown in Table 1. The tested model did not have satisfactory model fit 
statistics because of the small sample size of (n=91). However, given that this was a pilot 
study, the overall fit was deemed acceptable (RMSEA = 0.145, CFI = 0.721).  
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Table 1  
Items Modification after Pilot Study 
Construct Item Modification 
Food Neophobia Scale If I don’t know what a type 
of food is, I won’t try it 
I will try food, although I 
don’t know what a type of 
food it is 
Food Neophobia Scale I am afraid to eat things I 
have never had before 
I am not afraid to eat things 
I have never had before 
Perceived Sensory Appeal It is important to me that 
unfamiliar ethnic food I eat 
looks nice 
Keep it  
Communication Gap When I was trying 
unfamiliar ethnic food, it 
was difficult for me and the 
employees in the restaurant 
to understand each other 
When I was trying 
unfamiliar ethnic food, it 
was easy for me and the 
employees in the restaurant 
to understand each other 
Perceived Behavior 
Control 
I have resources to 
consume unfamiliar ethnic 
food when travelling 
I have time, money and 
information to consume 
unfamiliar ethnic food 
when travelling 
  
Pilot Study Result Discussion 
 After testing the proposed model, several issues associated with the instrument 
were identified. Although most of the items had acceptable reliability, five items did not 
perform well to measure the constructs. The items were modified to increase their clarity 
prior to the final data collection as displayed in Table 1. 
Second, acceptance of table manners and communication gap did not show a 
significant impact on the attitudes toward consuming unfamiliar ethnic food. However, 
after altering the paths in the proposed model, acceptance of table manners and 
communication gap presented direct significant impact on the intention of consuming 
unfamiliar ethnic food. Previous research (Cronin, Brady, and Hult, 2000; Woodside, 
Frey, and Daly, 1989; Zeithaml, Berry, and Parasuraman, 1996) provides strong evidence 
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of a link between service quality and behavioral intention. Communication gap and 
acceptance of table manners are beliefs associated with service quality while dining in 
restaurants, not solely related to food itself. Thus, a new attitude construct, named 
“attitudes toward service quality” was added to the proposed model since in TPB, 
intention could be predicted by different attitudes related to the same behavior (Priester & 
Petty, 2001; Thompson & Zanna, 1995).  
The instrument of “attitudes towards service quality” is measured by asking 
participants five questions based on a 7-point bipolar scale. Participants will be asked 
“what do you think of the service quality when you consumed the unfamiliar ethnic food 
during your last visitation in the U.S.?” They need to rate the service between bad or 
good, unenjoyable and enjoyable, unpleasant and pleasant, unfavorable and favorable, 
dislike and like. 
Because the attitude construct is now divided into two specific attitudes, the 
theoretical model was revised to reflect these changes. Specifically, the sensory appeal 
and safety concerns of the food are predicted to impact the attitude towards consuming an 
unfamiliar ethnic food. Whereas, the acceptance of table manners and the communication 
gap with the service team is predicted to directly impact the attitude of the service quality. 
Both attitudes are still predicted to positively impact intention. Food neophobia is 
predicted to impact only the attitude towards consuming unfamiliar ethnic food. The 
revised proposed model is shown in Figure 2. 
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Figure 2. Revised proposed model. 
 The final hypotheses are listed below including the additional hypotheses and 
revised hypotheses after the revisions of the model, based on the results from the pilot 
study: 
H1a: Chinese outbound tourists’ attitudes toward consuming unfamiliar ethnic food 
have a positive effect on their intention to consume unfamiliar ethnic food. 
H1b: Chinese outbound tourists’ attitudes toward service quality have a positive effect 
on their intention to consume unfamiliar ethnic food. 
H2: Subjective norms have a positive effect on Chinese outbound tourist’s intentions 
to consume unfamiliar ethnic food. 
H3: Chinese outbound tourists’ perceived behavior control has a positive effect on 
their intention to consume unfamiliar ethnic food. 
H4: Chinese outbound tourists’ perceived food sensory appeal is positively related to 
their attitudes of consuming unfamiliar ethnic food. 
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H5: The communication gap perceived by Chinese outbound tourist is negatively 
related to their attitudes toward service quality.  
H6: Acceptance of table manners is positively related to attitudes of service quality. 
H7: Chinese outbound tourist concern of food safety is negatively related to the 
attitudes toward consuming unfamiliar ethic food. 
H8: Individual’s food neophobia is negatively related to the attitudes toward 
consuming unfamiliar ethnic food. 
H9: Perceived food sensory appeal, concern of food safety and food neophobia are 
related to Chinese outbound tourists’ intention to consume unfamiliar ethnic food through 
the mediation of attitudes of consuming unfamiliar ethnic food. 
H9a: Perceived food sensory appeal is related to Chinese outbound tourists’ intention to 
consume unfamiliar ethnic food though the mediation of attitudes of consuming 
unfamiliar ethnic food. 
H9b: Food safety is related to Chinese outbound tourists’ intention to consume 
unfamiliar ethnic food through the mediation of attitudes of consuming unfamiliar ethnic 
food. 
H9c: Individual’s food neophobia is related to Chinese outbound tourists’ intention to 
consume unfamiliar ethnic food through the mediation of attitudes of consuming 
unfamiliar ethnic food. 
H10: The communication gap and acceptance of table manners are related to Chinese 
outbound tourists’ intention to consume unfamiliar ethnic food through the mediation of 
attitudes toward service quality. 
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H10a: The communication gap is related to Chinese outbound tourists’ intention to 
consume unfamiliar ethnic food through the mediation of attitudes toward service quality. 
H10b: The acceptance of table manners is related to Chinese outbound tourists’ intention 
to consume unfamiliar ethnic food through the mediation of attitudes toward service 
quality. 
Furthermore, during the pilot study, two questions were asked to make sure 
subjects had the same understandings of what the phrase “unfamiliar ethnic food” 
referred to. From the result, more than 85% of the participants agreed that they 
understood the Chinese translation of “unfamiliar ethnic food” used in the pilot study, 
which allowed the final study to use the phrase. Furthermore, it needs to be noted that 
Chinese outbound tourists generally have less experience with unfamiliar ethnic foods in 
the U.S. compared to the Chinese international students used in the pilot study.  
Therefore, when they recalled their dining experiences in the U.S., it would be limited to 
a certain time. Hence, in the final study, each participant will be asked to briefly describe 
the dining experience they are recalling and to list the type of cuisine, and their overall 
satisfaction with the dining experience. 
Final Study 
Next, the methodology and results of the final study are reported. A description of 
the participant characteristics is provided. The validity and reliability of the 
measurements are shown and the SEM results are explained. 
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Participant Characteristics 
Sample Size 
Based upon the results in the pilot study and the unsatisfactory model fit statistics, 
a power analysis was used to estimate the desired sample size to analyze this model. By 
assuming small effect sizes of the relationships between the constructs (.15) and 
assuming a power of .80 for the sample (Cohen, 1992), a sample of at least 289 subjects 
need to be obtained in order to discover small effect sizes reliably (Westland, 2010). 
 A total of 421 people agreed to participate in this study and 375 of those 
completed the survey; a respond rate of 89.1%. Also, some completed surveys were 
eliminated due to the length of time to complete the survey (n=12) and the incomplete 
data (n=71). Another fourteen surveys were dropped due to the acquiescence bias, a 
tendency for respondents to agree with all or most questions asked of them in a survey 
(Zikmund, Babin, Carr, & Griffin, 2012). Thus, after eliminating those subjects from the 
analysis, this study obtained the total sample size for analysis of 278.  
Descriptive Statistics 
 The demographic information of the final sample is shown in Table 2. All the 
participants reside in China, consisting of 163 female (58.6%) and 115 male (41.4%). 
The average age was 42.95, with a standard deviation of 14.5 years. Participants were 
from 26 different provinces of China, with the majority from Guangdong, Shanghai, 
Beijing and Anhui (24.8%, 15.8%, 12.6% and 10.4% respectively). Among all the 
participants, the major reasons for travel were: leisure (38.8%) and visiting relatives and 
family (33.5%). This study also obtained a sample in which many of the subjects were 
well-educated and well-paid. 43.2% had a bachelor degree and 23.7% had a post-
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graduate degree. 16.5% had some college degree. In regards to income level of the 
subjects, the largest group (30.2%) earned more than RMB 200,000 per year. 28.8% of 
the participants for this study earned between RMB 100,000 and RMB 200,000, the rest 
(41%) earned RMB 100,000 or less. 
Table 2  
Demographic Profile of the Respondents (n = 278) 
 Demographic n % 
Gender    
 Male 115 41.4 
 Female 163 58.6 
Marital    
 Married 198 71.2 
 Single   68 24.5 
 Separated/Divorced     7   2.5 
 Widowed     5   1.8 
Education Level    
 Less than high school     5   1.8 
 High school   41 14.7 
 Some college degree   46 16.5 
 Bachelor degree 120 43.2 
 Graduate degree   66 23.7 
Income    
 Less than RMB 50,000   44 15.8 
 RMB 50,001 ~ RMB 100,000   70 25.2 
 RMB 100,001 ~ RMB 
150,000 
  43 15.5 
 RMB 150,001 ~ RMB 
200,000 
  37 13.3 
 More than RMB 200,000   84 30.2 
Purpose     
 Leisure 108 38.8 
 Visiting family and relatives   93 33.5 
 Business   39 14.0 
 Education   38 13.7 
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Validity and Reliability 
 Convergent and discriminant validities were evaluated with STATA’s (version 
STATA/SE 13.0) confirmatory factor analysis (CFA). Cronbach’s alpha (α) was also 
used to test measurement reliability of the model, which is based on internal consistency 
between the indicators. The calculated Cronbach’s alpha values, along with means and 
standard deviations for each construct and measurement item are shown in Tables 4 
through 13. Only items with factor loading higher than 0.70 were included in the final 
analysis (Hair et al., 2006). According to Nunally (1978), all alpha values of constructs 
should be far above the minimum value of 0.7, therefore, all constructs in the study are 
deemed to be reliable. Moreover, APPENDIX III showed the questionnaire used for the 
final study. 
 The original construct sensory included four items. One item was deleted due to a 
factor loading of less than 0.70 (Sen2: 0.66 for factor loading). The sensory construct 
used for the final model (see Table 3) indicated high internal consistency (Cronbach’s α 
= .826). 
 
Table 3  
Reliability of Sensory Construct 
Items Mean Stand. Dev. Cronbach’s α Factor Loading 
SEN: Sensory Appeal 5.613 1.039 0.826  
Sen1 5.579 1.251  0.74 
Sen3 5.633 1.147  0.82 
Sen4 5.626 1.218  0.79 
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The four items used for measuring safety concern performed well. All of the four 
items had loadings larger than 0.72. The internal consistency for the safety concern 
construct was considered high (Cronbach’s α = .845) as shown in Table 4. 
Table 4  
Reliability of Safety Concern Construct 
Items Mean Stand. Dev. Cronbach’s α Factor Loading 
SAF: Safety Concern 5.712 1.020 0.845  
Saf1 5.845 1.286  0.84 
Saf2 5.381 1.464  0.72 
Saf3 6.198 0.998  0.79 
Saf4 5.424 1.143  0.73 
  
The construct communication gap was initially composed of five items. However, 
one item (Com5: 0.62 for factor loading) was eliminated due to factor loading of less than 
0.70. Hence, items used for final model showed high internal consistency (Cronbach’s 
α = .891), as listed in Table 5. 
Table 5  
Reliability of Communication Gap Construct 
Items Mean Stand. Dev. Cronbach’s α Factor Loading 
COM: Communication Gap 5.063 1.158 0.891  
Com1 4.917 1.421  0.78 
Com2 5.209 1.205  0.81 
Com3 5.007 1.316  0.83 
Com4 5.119 1.379  0.87 
  
The construct to measure the acceptance of table manners initially included four 
items. All of them had very high loadings on this construct at a level at least 0.82. Table 6 
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showed high internal consistency (Cronbach’s α = .919) of the items used for the final 
model. 
Table 6  
Reliability of Acceptance of Table Manners Construct 
Items Mean Stand. Dev. Cronbach’s α Factor Loading 
TAB: Acceptance of Table 
Manners 
5.332 1.154 0.919  
Tab1 5.478 1.340  0.86 
Tab2 5.320 1.267  0.86 
Tab3 5.191 1.312  0.82 
Tab4 5.338 1.229  0.89 
  
The measurement for the attitudes of consuming unfamiliar ethnic foods initially 
consisted of five items. One item (AttF4: 0.75 for factor loading) was eliminated from 
this construct due to its factor loading was much lower than that of the other four. The 
remaining items used for final model indicated very high internal consistency 
(Cronbach’s α = 0.967), as displayed in Table 7. 
Table 7  
Reliability of Attitudes of Consuming Unfamiliar Ethnic Foods Construct 
Items Mean Stand. Dev. Cronbach’s α Factor Loading 
AttFood: Attitudes of 
Consuming Unfamiliar Ethnic 
Foods  
5.553 1.325 0.967  
AttF1 5.460 1.418  0.94 
AttF2 5.665 1.341  0.91 
AttF3 5.645 1.381  0.95 
AttF5 5.522 1.419  0.94 
  
Table 8 showed very high internal consistency (Cronbach’s α = 0.975) of the 
items used for measuring attitudes of service quality construct in the final model. This 
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construct initially consisted of five items, none of them were deleted since all of the five 
items had loading at least at that level of 0.91. 
Table 8  
Reliability of Attitudes of Service Quality Construct 
Items Mean Stand. Dev. Cronbach’s α Factor Loading 
AttService: Attitudes of 
Service Quality 
5.457 1.259 0.975  
AttS1 5.496 1.343  0.91 
AttS2 5.399 1.306  0.96 
AttS3 5.518 1.299  0.96 
AttS4 5.345 1.312  0.93 
AttS5 5.525 1.348  0.94 
  
The subjective norm construct initially included three items. All of them had high 
factor loadings at least 0.80, thus none of them were eliminated for the final model. Table 
9 showed high internal consistency (Cronbach’s α = 0.865) as well. 
Table 9 
Reliability of Subjective Norms Construct 
Items Mean Stand. Dev. Cronbach’s α Factor Loading 
SN: Subjective Norms 5.107 1.101 0.865  
SN1 5.137 1.309  0.82 
SN2 5.065 1.233  0.86 
SN3 5.119 1.176  0.80 
  
The perceived behavioral control construct initially composed of three items. One 
item (PBC1: 0.60 for factor loading) was eliminated from this construct due to its low 
factor loading and the similarity in meaning to the other item used in measuring this 
construct. This construct also reported an acceptably high internal consistency 
(Cronbach’s α = 0.791), as shown in Table 10. 
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Table 10  
Reliability of Perceived Behavioral Control Construct 
Items Mean Stand. Dev. Cronbach’s α Factor Loading 
PBC: Perceived 
Behavioral Control 
5.453 1.123 0.791  
PBC2 5.489 1.204  0.81 
PBC3 5.417 1.265  0.82 
  
The three items in the intention construct all loaded well to measure intention, 
with a loading at least 0.91. Table 11 also showed very high internal consistency 
(Cronbach’s α = 0.964) within the items used in the final model to measure intention. 
Table 11  
Reliability of Intention Construct 
Items Mean Stand. Dev. Cronbach’s α Factor Loading 
IN: Intention 5.518 1.260 0.964  
In1 5.439 1.325  0.94 
In2 5.583 1.257  0.92 
In3 5.532 1.331  0.91 
  
The food neophobia construct included six items. Since this construct was directly 
taken from the updated verified scale, all of the items had high loading on this construct. 
Table 12 also showed high internal consistency (Cronbach’s α = 0.953) of the items used 
in the final model. 
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Table 12  
Reliability of Food Neophobia Construct 
Items Mean Stand. Dev. Cronbach’s α Factor Loading 
FNS: Food Neophobia Scale 5.303 1.409 0.953  
FNS1 5.324 1.533  0.93 
FNS2 5.029 1.650  0.90 
FNS3 5.410 1.512  0.88 
FNS4 5.446 1.430  0.85 
FNS5 5.104 1.693  0.84 
FNS6 5.507 1.566  0.88 
  
Validity of the measurement for this study was described in both convergent 
validity and discriminant validity. AVE (average variance extracted) is able to represent 
the amount of variance accounted for by the constructs compared to the amount of 
variance inferred to be attributed measurement error and constructs not contained within 
the nomological network (Fornell & Larcker, 1981). Fornell and Larcker (1981) also 
pointed out that AVE of any construct in a model should be greater than 0.50 at a 
minimum. Because 0.50 is a point to sufficiently show the construct actually measures 
something important instead of measuring errors, it can also indicate the convergent 
validity. In terms of discriminant validity, it was evaluated by comparing the AVE value 
and the squared latent factor correlation between construct pairs. Table 13 shows that the 
majority of AVE values of each construct are much higher than the squared correlations 
between two constructs (Fornell & Lacker, 1981). This represents discriminant validity, 
indicating different constructs do not share a large portion of their variance. However, 
weak discriminant validity exists between communication gap and acceptance of table 
manners, where the AVE (0.678) is slightly lower than the squared correlation between 
those two constructs (0.739). It is not surprising since both of them are behavioral beliefs 
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for one particular behavior, which are normally highly correlated. We thus relax the 
requirement for discriminant validity for those two constructs in that instance. 
 Given all of the information above, the measurement of final model does present 
both discriminant validity and convergent validity. Except for weak discriminant validity 
between the communication gap and acceptance of table manners, all other measures are 
distinct.  
 Common method bias is also evaluated to show the validity of final result, 
although there is increasing argument related to how serious this bias is (Bagozzi, 2011). 
Two approaches are used for checking this bias. First, a simple Harman’s single factor 
analysis test is used. This approach is the typical way but considered to be the least valid 
(Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). For the final model, this approach 
produces 42 factors, the largest accounting for 39.78% of the variance. The second 
approach is to examine a correlation matrix of the constructs, and determine whether 
there is any of the correlations are above 0.90, which is evidence that common methods 
bias might exist (Pavlou, Liang, & Xue, 2007). Table 13 is able to show that all of those 
constructs are below the 0.90 threshold. Thus, in summary, these two approaches show 
common method bias is not a serious problem for the final model.  
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Structural Equation Modeling 
 The model was evaluated through structural equation modeling (SEM) by using 
STATA. SEM is a statistical method to analyze both latent variables, measured by 
several observed variables, and other observed variables all at once (Kline, 2011). Kline 
(2011) also pointed out that theory development, theory comparison and theory testing, as 
showed in this study, could all apply SEM. 
 Goodness-of-fit indices, path coefficients, explanatory power and parsimony were 
used to test the full structural model. Indices used in this study for goodness-of-fit were 
Root Mean Square Error of Approximation (RMSEA), Comparative Fit Index (CFI) and 
Tucker-Lewis Index (TLI) according to the threshold values of ≤ 0.80 for RMSEA and of 
≥ 0.90 for both TLI and CFI (Kline, 2011). 
Structural Model 
 The revised proposed model included ten constructs: sensory appeal (SEN), safety 
concern (SAF), communication gap (COM), acceptance of table manners (TAB), 
attitudes of consuming unfamiliar ethnic food (AttFood), attitudes of service quality 
(AttService), subjective norms (SN), perceived behavioral control (PBC) and intention 
(IN). Table 14 and Figure 3 show the revised proposed structural model with path 
coefficients (β) and the significances associated with each path. Goodness-of-fit presents 
that this model is acceptable according to the related indices: χ2(690) = 1797.23, p<0.001, 
CFI = 0.90, TLI = 0.89, RMSEA = 0.08.  
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Table 14  
STATA Path Model Results – Revised Proposed Model 
Dependent Variable Independent 
Variable 
β t-value 
AttFood SEN   0.138   1.55 
AttFood SAF −0.238 −2.80** 
AttFood FNS   0.560 13.50*** 
AttService COM   0.353   3.36*** 
AttService TAB   0.170   1.62 
IN AttFood   0.522   8.00*** 
IN AttService   0.141   1.89 
IN PBC   0.114   1.50 
IN SN   0.399   5.10*** 
Note. β is a standardized coefficient. *** p<.001. ** p<.01 
 
 
Figure 3. Structural model of revised proposed model with standardized path 
coefficients. 
Note. *** p<.001. ** p<.01 
 The relationship between different constructs could be represented by the 
standardized coefficient on each path. As shown in Table 15 and Figure XX, safety 
concern indicated a negative significant impact (β=-0.238, p<0.01) on the attitudes of 
consuming unfamiliar ethnic foods, so did the personality trait food neophobia, which 
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had a positive significant impact (β=0.560, p<0.001). This model also showed attitudes 
of consuming unfamiliar ethnic food (β=0.522, p<0.001), subjective norms (β=0.399, 
p<0.001) had significant impact on intention as the Planned Behavioral Theory illustrated. 
However, perceived behavioral control did not show a significant impact on intention 
(β=0.134). Additionally, although communication gap showed significant influence on 
attitudes of service quality (β=0.353, p<0.001), attitudes of service quality did not present 
a significant impact on intention (β=0.170). Furthermore, acceptance of table manners 
did not obtain a significant impact on attitudes of service quality either (β=0.114). 
Nevertheless, existing literature (Cohen & Aveil, 2004) pointed out that acceptance of 
table manners and communication gap are supposed to impact on tourists’ food 
consumption behavior. Thus, some modifications were added to the revised proposed 
model, a final model was presented in Figure 4 associated with its path results in Table 
15. The final model indicated a better goodness-of-fit for the data: χ2(688) = 1735.37, 
p<0.001, CFI = 0.91, TLI = 0.90, RMSEA = 0.07 (CI=0.07, 0.08). In this model, 
demographic factors were also applied to control the influences from them. 
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Table 15  
STATA Path Results – Constructs of Final Structural Model 
Dependent Variable Independent 
Variable 
β t-value 
AttFood SEN   0.052   0.58 
AttFood SAF −0.278 −3.31*** 
AttFood FNS   0.431   7.21*** 
AttFood TAB   0.366   5.62*** 
AttService COM   0.304   2.87** 
AttService TAB   0.230   2.18* 
IN AttFood   0.355   4.99*** 
IN AttService   0.176   2.43* 
IN PBC   0.084   1.13 
IN SN   0.318   4.06*** 
IN FNS   0.344   5.98*** 
IN Age −0.110 −2.32* 
Note. β is a standardized coefficient. *** p<.001. ** p<.01. *<.05. 
 
 
Figure 4. Structural model of final model with standardized path coefficients. 
Note. *** p<.001. ** p<.01. * p<.05. (ns)=not significant 
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 In final model, the relationship between acceptance of table manners and intention 
was proposed to be mediated by attitudes of service quality and by attitudes of consuming 
unfamiliar ethnic foods. Moreover, for the construct of food neophobia, instead of being 
fully mediated by attitudes of consuming unfamiliar ethnic foods on intention, the final 
model set it as partially mediated by attitudes of consuming unfamiliar ethnic foods on 
intention. Age was also used as an independent variable to control its effect on intention. 
 As shown in the final model, attitudes of consuming unfamiliar ethnic foods 
(β=0.355, p<0.001), attitudes toward service quality (β=0.176, p<0.05) and subjective 
norms (β=0.318, p<0.001) were significant predictors of intention. However, perceived 
behavioral control (β=0.084) did not show a significant impact on intention.  The final 
model also showed a negative relationship (β=-0.278, p<0.001) between safety concern 
and intention fully mediated by attitudes toward consuming unfamiliar ethnic foods, but 
the relationship between sensory appeal and attitudes toward consuming unfamiliar 
ethnic foods turned out to be insignificant (β=0.052). Acceptance of table manners also 
shows to be mediated (β=0.366, p<0.001) by attitudes of consuming unfamiliar ethnic 
foods on intention. Moreover, acceptance of table manner (β=0.230, p<0.05) is mediated 
by attitudes of service quality on intention. Furthermore, communication gap (β=0.304, 
p<0.01) is mediated by attitudes toward service quality on intention. Compared to the 
revised proposed model, attitudes of service quality (β=0.176, p<0.05) significantly 
predict intention in the final model. Additionally, food neophobia in the final model was 
partially mediated by attitudes toward consuming unfamiliar ethnic foods on intention. 
Also, age was negatively related to intention (β=-0.101, p<0.05).  
  
69 
 
Hypotheses Results 
 According to the STATA path model results showed above for the final model, 
Table 16 (H1 and H8) and Table 17 (H9 and H10) show support for the majority of the 
proposed hypotheses of this study. 
Table 16  
Original Hypotheses H1 through H8 Results 
Hypotheses Result 
H1a: Chinese outbound tourists’ attitudes toward consuming unfamiliar 
ethnic food have a positive effect on their intention to consume unfamiliar 
ethnic food.  
Supported 
H1b: Chinese outbound tourists’ attitudes toward service quality have a 
positive effect on their intention to consume unfamiliar ethnic food. 
Supported 
H2: Subjective norms have a positive effect on Chinese outbound tourist’s 
intentions to consume unfamiliar ethnic food. 
Supported 
H3: Chinese outbound tourists’ perceived behavior control has a positive 
effect on their intention to consume unfamiliar ethnic food. 
Not 
Supported 
H4: Chinese outbound tourists’ perceived food sensory appeal is 
positively related to their attitudes toward consuming unfamiliar ethnic 
food. 
Not 
Supported 
H5**: The communication gap perceived by Chinese outbound tourist is 
negatively related to the attitudes toward service quality. 
Supported 
 
H6: Acceptance of table manners is positively related to the attitudes 
toward service quality. 
Partially 
supported  
H7: Chinese outbound tourist concern of food safety is negatively related 
to the attitudes toward consuming unfamiliar ethic food. 
Supported 
H8*: Individual’s food neophobia is negatively related to the attitudes 
toward consuming unfamiliar ethnic food. 
Supported 
 
Note. * The higher score in food neophobia, the less food neophobic this individual 
turned to be, given the nature of the measurement of food neophobia. 
** The higher score in communication gap, the smaller this gap is based on the 
measurement of communication gap. 
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Table 17  
Original Hypotheses H9 through H10 Results 
Hypotheses Result 
H9: Perceived food sensory appeal, concern of food safety and each 
individual’s food neophobia are related to Chinese outbound tourists’ 
intention to consume unfamiliar ethnic food through the mediation of 
attitudes of consuming unfamiliar ethnic food. 
Partially 
supported 
H9a: Perceived food sensory appeal is related to Chinese outbound 
tourists’ intention to consume unfamiliar ethnic food though the 
mediation of attitudes of consuming unfamiliar ethnic food. 
Not 
Supported 
H9b: Concern of food safety is related to Chinese outbound tourists’ 
intention to consume unfamiliar ethnic food through the mediation of 
attitudes of consuming unfamiliar ethnic food. 
Supported 
H9c*: Individual’s food neophobia is related to Chinese outbound 
tourists’ intention to consume unfamiliar ethnic food through the 
mediation of attitudes toward consuming unfamiliar ethnic food. 
Partially 
supported 
H10: Communication gap and acceptance of table manners are related 
to Chinese outbound tourists’ intention to consume unfamiliar ethnic 
food through the mediation of attitudes toward service quality. 
Supported 
H10a**: Communication gap is related to Chinese outbound tourists’ 
intention to consume unfamiliar ethnic food through the mediation of 
attitudes toward service quality. 
Supported 
H10b: Acceptance of table manners is related to Chinese outbound 
tourists’ intention to consume unfamiliar ethnic food through the 
mediation of attitudes toward service quality. 
Partially 
Supported 
 
Note. * The higher score in food neophobia, the less food neophobic this individual 
turned to be, given the nature of the measurement of food neophobia. 
** The higher score in communication gap, the smaller this gap is based on the 
measurement of communication gap. 
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CHAPTER 5  
DISCUSSION AND CONCLUSIONS 
 This chapter starts with a summary of the findings of this study. Then, results are 
discussed from the data analysis. Afterwards, the practical implications and theoretical 
implications are explained. The final model offers a framework to understand Chinese 
outbound tourists’ consumption of unfamiliar ethnic foods in order to help the U.S. 
restaurant industry generate more revenue from this particular group. This paper also 
combined a theory-based model, the theory of planned behavior (TPB), with empirical 
results, not only to verify the application of TPB, but also to better understand the 
different behavioral beliefs’ impact Chinese outbound tourists’ unfamiliar ethnic food 
consumption intention in the U.S. Lastly, a discussion of limitations of this study and 
recommendations for future study are introduced.  
Summary of the Findings 
 This study attempted to apply the Theory of Planned Behavior to understand 
Chinese outbound tourists’ food consumption of unfamiliar ethnic foods in the U.S., 
particularly, how their behavioral beliefs, food neophobia, attitudes, subjective norms and 
perceived behavioral control impact their intentions to consume unfamiliar ethnic foods. 
An online survey method was used for this study and snowball sampling was applied to 
produce the ideal sample size. Survey invitations were sent to Chinese outbound tourists, 
who had travelled to the U.S. within the last 18 months and had tried unfamiliar ethnic 
foods. A total valid sample size of 278 was used for the structural equation modeling 
(SEM) to verify the proposed model. Within SEM, goodness-of-fit indices, path 
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coefficients were calculated through STATA to assess the overall model fit and to test the 
relationships among different constructs.  
 Ninety-one valid surveys completed by Chinese international students who were 
currently studying in the U.S. were used for the pilot study. Attitudes toward consuming 
unfamiliar ethnic foods did not show significant mediation effect of communication gap 
and acceptance of table manners on intention, thus a new construct, “attitudes of service 
quality”, was added to the original proposed model since the same intention could be 
influenced by more than one attitude (Priester & Petty, 2001; Thompson & Zanna, 1995). 
Thus, a revised proposed model was used for the final study. Within the final study, 
several behavioral beliefs, including food sensory appeal, safety concern, communication 
gap and acceptance of table manners, were tested for their impact on intention though the 
mediation effects of two attitudes (attitudes toward consuming unfamiliar ethnic foods 
and attitudes toward service quality). Additionally, food neophobia, subjective norms and 
perceived behavioral control were also tested to see their impact on intention. Due to 
some potential missing paths on the revised proposed model, two paths were added (one 
connected acceptance of table manners and attitudes consuming unfamiliar ethnic foods 
and the other was added a connection between food neophobia and intention). 
The final model obtained a better goodness of fit, indicating that food safety 
concern impacts intention mediated by attitudes toward consuming unfamiliar ethnic 
foods. Acceptance of table manners also had an impact on intention not only mediated by 
attitudes toward consuming unfamiliar ethnic food, but also mediated by attitudes toward 
service quality. Communication gap was shown to affect the intention through the 
mediation of attitudes of service quality solely. Food neophobia had an impact on 
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intention as well, but partially mediated by the attitudes toward consuming unfamiliar 
ethnic foods. Moreover, subjective norms but not perceived behavioral control was able 
to predict intention. Furthermore, food sensory appeal did not obtain a significant impact 
on the intention at all. Finally, the demographic factor age also indicated a negative 
relationship with the intention of consuming unfamiliar ethnic foods among all the 
participants. 
Practical Implications 
 Findings of this research generated several practical implications for the 
restaurant industry in the U.S., particularly those restaurants which would like to attract 
the booming market of Chinese outbound tourists. This study was the first attempt to 
empirically verify several behavioral beliefs’ impact on Chinese outbound tourists’ food 
consumption behavior, specifically their behaviors of rejecting eating unfamiliar ethnic 
food in the U.S. restaurant owners should ensure food safety, to provide better 
communication and explain the menu items, particularly to Chinese tourists. In addition, 
restaurant owners need to ascertain that guests are aware of the table manners associated 
with consuming certain ethnic food.  
 Although existing literature (Jang, Ha, & Silkes, 2009; Park, 2004; Ponnam & 
Balaji, 2014) showed food sensory appeal, including taste, scent, textures and flavor etc., 
was important in human’s food consumption decision-making, this study did not find an 
impact on the intention of Chinese outbound tourists to try unfamiliar ethnic foods. 
However, it’s not surprising to obtain a non-significant result for this study. When people 
are trying to consume unfamiliar ethnic foods, by definition, those ethnic foods are foods 
that are unfamiliar to them. Thus, tourists are normally expecting such foods to look, 
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smell and taste differently than foods they usually eat. Because of this anticipation, 
tourists will still try to consume those unfamiliar ethnic foods, even though the foods may 
not have good sensory appeal. This finding indicates that in order to attract Chinese 
outbound tourists in the U.S., it is not necessary for restaurant owners to sacrifice the 
sensory characters of the food they serve. Authenticity is always an important element for 
the success of any ethnic food (Ebster & Guist, 2005; Jang, Ha, & Park, 2012). 
 The final model of this study showed a significantly negative relationship 
between safety concern and the intention to consume unfamiliar ethnic foods. This tells 
restaurant owners that Chinese outbound tourists do care about the hygiene performance 
of a restaurant in general. If a restaurant is not clean, Chinese outbound tourists, as any 
other guests, will prefer not to eat there. Therefore, in order to attract Chinese outbound 
tourists by their first impression, providing a safe and hygienic environment is extremely 
important. For example, employees in the restaurants should wear tidy clean clothes and 
the entire restaurant should be clean.  
 Consuming different types of ethnic foods will certainly involve various table 
manners.  This study also indicated that the acceptance of table manners impacts the 
intention of consuming unfamiliar ethnic food mediated not only by the attitudes toward 
consuming food, but also by the attitudes toward service quality. Hence, from the 
restaurateurs’ point of views, in order to attract Chinese outbound tourists, restaurants 
have to provide enough explanations to make Chinese outbound tourists feel comfortable 
with other cultures’ table manners. It may also be possible that providing chopsticks or 
other tableware in a Chinese style could increase Chinese outbound tourists’ intention to 
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try unfamiliar ethnic foods. In general, as long as customers are educated about the 
differences of table manners, they may be willing to try ethnic foods.  
 Along with table manners, the communication gap was found to negatively 
influence the intention mediated by the attitudes of service quality. This finding indicates 
that if a Chinese outbound tourist experiences a big communication gap, he or she will 
less likely consume unfamiliar ethnic foods. Therefore, restaurant owners have to train 
their front-of-the-house employees to be emphatic and to show willingness to help. 
Employees have to not only be helpful, but also be instrumental in helping their Chinese 
customers to figure out which menu item to choose. However, restaurant owners also 
have to be aware that it is necessary to balance providing help for table manners and not 
creating a shameful moment to those customers from China. 
 An interesting result of this research was that the intention of consuming 
unfamiliar ethnic foods was predicted by two attitudes, attitudes of consuming unfamiliar 
ethnic foods and attitudes of service quality. This conveys that the level and the quality of 
service offered in restaurants could impact Chinese tourists’ intention to consume more 
unfamiliar ethnic foods. Western foodservice companies have brought good and new 
service to the food industry in China (Zhao & Li, 2001). Thus, generally foreign 
restaurants in China are upscale and deliver the appropriate service. Therefore, Chinese 
tourists expect the same or better level of service when they are dining in the U.S. 
 In terms of the other two predictors on intention from the theory of planned 
behavior, subjective norms were found strongly positively related to intention; however, 
perceived behavioral control did not have a significant impact on intention. These 
findings point out some useful implications for restaurant owners as well. First, since 
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Chinese outbound tourists are most likely influenced by their relatives and friends’ 
expectations, restaurant owners should promote their business within this booming 
market. After those tourists return to China, they may encourage their acquaintances to 
try some unfamiliar ethnic foods in the U.S. It may not increase one particular 
restaurant’s revenue, but the general food consumption in the U.S. by Chinese outbound 
tourists may grow. Second, the “perceived behavioral control” construct did not show a 
significant result in this study. This may indicate that even though Chinese outbound 
tourists generally have resources when they travel, it did not impact their intentions to 
dine in unfamiliar ethnic food restaurants. This finding could be explained by the fact that 
Chinese outbound tourists prefer to travel in the U.S. through all-inclusive packages tours 
(Li, Lai, Harrill, Kline, & Wang, 2011; Wong & Kwong, 2004). Since tourists’ dining 
places have already been pre-selected for the agenda within the all-inclusive packages 
tours and almost always consist of Chinese food, it is not surprising to see this result. 
Therefore, ethnic food restaurant owners could build partnerships with several travel 
agencies, which mainly focus on Chinese outbound tourists. 
 Moreover, the demographic variable “age”, displayed a negative relationship with 
the intention of consuming unfamiliar ethnic foods, which means that the older Chinese 
customers will less inclined to try unfamiliar ethnic foods. This result indicates that 
different service strategies should be used for different age groups. For instance, if a 
restaurant caters to a group of middle age people or a group of people in which the 
majority are senior, employees need to provide more detailed explanations about the food 
and more considerate service in order to increase their willingness to consume more.  
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Theoretical Implications 
 The results of this research also contributed to previous literature. 
 First, Cohen and Avieli (2004) stated that food in tourism could be regarded as 
attraction and impediment. From their observations, they identified three main belief 
factors, table manners, health concern and communication gap, that prevented tourists 
from trying unfamiliar foods during their visits. To the knowledge of the author, this 
study was the first attempt to empirically verify Cohen and Avieli’s (2004) three belief 
factors impact on tourists food consumption intention, particularly, Chinese outbound 
tourists’ unfamiliar ethnic food consumption in the U.S. The results of this study 
supported Cohen and Avieli’s (2004) conclusion that the three belief factors significantly 
influence outbound tourists’ food consumption intentions. 
 Next, this study also partially confirms and adds to previous findings that the 
Theory of Planned Behavior is able to predict behavioral intentions. Attitudes of 
consuming unfamiliar ethnic foods and subjective norms are both significantly predicting 
the intentions in this study. Although perceived behavioral control does not obtain a 
significant impact on intention, this study still fills a gap in the existing literature by using 
TPB to explain the behaviors of consuming unfamiliar ethnic foods in different 
environmental settings. It is also the first study to attempt to understand Chinese 
outbound tourists’ food consumption behaviors in the U.S by applying TPB. 
 In addition, this research also adds extra factors (acceptance of table manners and 
communication gaps) from the food rejection aspect to existing models (Kim, Eves, & 
Scarles, 2009, 2013; Mak, Lumbers, Eves, & Chang, 2012) to explain tourists’ food 
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consumption. Therefore, this study contributes by providing variables that augment 
previous models that explain tourist food consumption. 
 Moreover, this study shows that food neophobia, as a food-related personality 
trait, has a very strong impact on intention to consume unfamiliar ethnic foods partially 
mediated by attitudes of consuming unfamiliar ethnic foods. This result differs from 
Hafiz, Zainal, Nizan, and Shahariah’s (2013) findings, which did not obtain a significant 
predicting effect of food neophobia on intention to consume food after surveying tourists 
in Malaysia. However, this result is consistent with the study by Kim, Eves and Scarles 
(2013) in terms of the important role food neophobia plays in human food choice in a 
different cultural setting. Hence, this study adds to the understanding of relationships 
between food neophobia and food consumption. 
 Furthermore, the final model of this study also shows that intention of a certain 
behavior could be influenced by more than one attitude. As displayed in this model, 
attitudes toward consuming unfamiliar ethnic foods and attitudes toward service quality 
both affect the intention of food consumption for Chinese outbound tourists. This result 
reinforces the conclusions from existing literature (Priester & Petty, 2001; Thompson & 
Zanna, 1995) that intention could be predicted by more than one attribute. Moreover, this 
study is the first study that successfully applies this concept in the tourism food 
consumption literature.  
Additionally, this study also creates two measurements to evaluate the acceptance 
of table manners and communication gap from the definitions of those two constructs. 
These two scales showed strong convergent and discriminate validity in both the pilot 
study and the final model. Hence, future research could adopt the measurements used in 
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this research for research purposes related to acceptance of table manners and/or 
communication gap. 
Limitations and Future Research 
Regarding to limitations, there are still several limitations in this research need to 
be addressed. 
First, data collected in this study is from a non-randomized convenience sample, 
thereby limiting the ability to generalize findings to all Chinese outbound tourists. From 
the description of the demographic profile, the average age of participants is about 42 
years old and the majority of them are from Beijing, Shanghai and Guangdong (the most 
developed areas in China). Thus, the sample lacked the participation from the generation 
who are in their 20s and from other Chinese outbound tourists who are living in the less 
developed regions. Therefore, future research could consider using an online survey 
panel, although it is extremely difficult to obtain a decent size of qualified participants 
from any research company currently. Future research could also focus on particular 
generations and specific areas, which are not covered in this study to produce broad 
generality. 
Second, since all the participants are currently residing in China, all surveys are 
completed by participants’ recalling previous food consumption experience in the U.S.  
Although the majority of them report that their unfamiliar ethnic food consumption 
experiences are good, it is not guaranteed that the information they remember is close to 
their actual experience. Hence, future research could survey Chinese outbound tourists 
while they are actually visiting the U.S. or upon their departure. 
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Third, unfamiliar ethnic food is still a very elusive definition. Even though most 
of the participants from the pilot study and the final study all agree on the concept of 
unfamiliar ethnic food in general, there may be some variations among different Chinese 
tourists’ perceptions related to this concept. Future research could distinguish among the 
differences of diverse cuisines, for example, Mexican food, Italian food or French food.  
Forth, after the confirmatory factor analysis (CFA), the only item to measure 
language barriers in the construct of communication gap was actually eliminated. 
Moreover, this study also does not obtain a significant relationship between the variable 
of language barrier and Chinese outbound tourists’ intention related to food consumption. 
However, this specific factor should still be tested as a sole construct in future research to 
verify its impact not only on communication gap, but also on intention.  
Additionally, although age was found to negatively impact participants’ intention 
to consume unfamiliar ethnic foods, age itself could also act as a proxy for other factors, 
such as previous experience and familiarity with different ethnic cuisines. Thus, future 
research should explore the interaction effect within age, previous experience and 
exposure effect. 
Finally, this study provides only a snapshot on the factors that impact Chinese 
outbound tourists’ unfamiliar ethnic food consumption, and future research could 
enhance this research by investigating this particular ethnic group through longitudinal 
studies. 
Conclusion 
This study contributes by expanding the understanding of tourists’ behaviors from 
the point of view of rejecting unfamiliar ethnic foods while travelling. Particularly, this 
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paper is the first attempt to understand Chinese outbound tourists’ unfamiliar ethnic food 
consumption behavior in the U.S. Thus, the results of this study provide several useful 
suggestions for the ethnic food restaurant industry in the U.S. to attract to the potential 
booming market of Chinese visitors.   
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APPENDIX I: IRB APPROVAL 
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APPENDIX II: ORIGINAL CONSTRUCT MEASUREMENT QUESTIONS AND 
SOURCES 
Construct Original Questions Reference 
Food Sensory Appeal 
(7-point Likert) 
It is important to me that unfamiliar 
ethnic food I eat smells nice 
Kim and Eves (2009, 
2012); Steptoe et al. 
(1995)  It is important to me that unfamiliar 
ethnic food I eat looks nice 
 It is important to me that unfamiliar 
ethnic food I eat has a pleasant texture 
 It is important to me that unfamiliar 
ethnic food I eat tastes good 
Communication Gap 
(7-point Likert) 
When I was trying unfamiliar ethnic 
food, the employees of the restaurant 
made helpful suggestions to me 
Juwaheer (2004); 
Hudson and Shephard 
(1998) 
 When I was trying unfamiliar ethnic 
food, the employees of the restaurant 
showed consistent courtesy 
 When I was trying unfamiliar ethnic 
food, the restaurant had employees 
who communicated in a friendly and 
personal manner 
 When I was trying unfamiliar ethnic 
food, the restaurant had employees 
who were willing to help me 
 When I was trying unfamiliar ethnic 
food, it was difficult for me and the 
employees in the restaurant to 
understand each other 
Safety Concern (7-
point Likert) 
I am concerned about food-borne 
illness when I am dining out 
Knight et al. (2009) 
 I am concerned about additives and 
preservatives when I am dining out 
 I am concerned about sanitation in 
restaurant 
 I have knowledge related to food 
safety 
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Construct Original Questions Reference 
Acceptance of Table 
Manners (7-point 
Likert) 
I feel it is acceptable to use different 
tableware to have unfamiliar ethnic 
food when I am traveling 
Long (2004) 
 I feel it is acceptable to consume 
unfamiliar ethnic food in a local way  
when I am travelling 
 I accept the ingredients that unfamiliar 
ethnic food is prepared from 
 I accept how unfamiliar ethnic food 
are prepared 
Attitudes of 
Consuming 
unfamiliar ethnic 
food (7-point 
Bipolar) 
Unenjoable:Enjoyable Han et al. 2010; 
Casaló et al. 2010; 
Padgett et al. 2013; 
Sparks and Pan, 2009; 
Wang and Ritchie, 
2012  Foolish:Fun 
 Unpleasant:Pleasant 
 Unfavorable:Favorable 
 Dislike:Like 
Subjective Norms (7-
point Likert) 
Most people who are important to me 
think I should consume unfamiliar 
ethnic food 
 It is expected of me that I should 
consume unfamiliar ethnic food 
 People whose opinions I value would 
prefer that I consume unfamiliar 
ethnic food 
Perceived Behavioral 
Control (7-point 
Likert) 
Whether or not I consume unfamiliar 
ethnic food when travelling is 
completely up to me 
 I am confident that if I want, I can 
consume unfamiliar ethnic food when 
travelling 
 I have resources to consume 
unfamiliar ethnic food when travelling 
Intention (7-point 
Likert) 
I am willing to consume unfamiliar 
ethnic food when travelling 
 I want to consume unfamiliar ethnic 
food if I have a chance to revisit 
 I expect to consume more unfamiliar 
ethnic food if I have a chance to 
revisit 
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Construct Original Questions Reference 
Food Neophobia 
Scale (7-point Likert) I am constantly sampling new foods 
Ritchey et al. (2003) 
 If I don’t know what a type of food is, 
I won’t try it 
 I like foods from different cultures 
 At dinner parties, I will try new foods 
 I am afraid to eat things I have never 
had before 
 I like to try new ethnic restaurants 
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APPENDIX III: CHINESE OUTBOUND TOURISTS FOOD CONSUMPTION IN THE 
U.S. QUESTIONNAIRE 
Screeners/Instructions 
Consent form will be inserted here in place of instructions. 
 
Q1. Did you visit the U.S. within the last 18 months? 
 Yes 
 No (terminate survey) 
 
Q2. Did you try any unfamiliar ethnic food during your visit in the U.S. last time? 
 Yes 
 No (terminate survey) 
 
Demographic Information 
Q3. How old are you? 
 
Q4. What is your gender? 
 Male 
 Female 
 
Q5. What is your marital status? 
 Married 
 Single 
 Separated/Divorced 
 Widowed 
 
Q6. Which province of China are you from? 
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Q7. What is the highest level of education you have completed? 
 Less than high school 
 High school 
 Some college degree 
 Bachelor degree 
 Graduate degree 
 
Q8. What is average annual household income before taxes in your family? (Using the 
total household income divided by the number of people in your family) 
 Less than RMB 50,000  
 RMB 50,001 ~ RMB 100,000 
 RMB 100,001 ~ RMB 150,000 
 RMB 150,001 ~ RMB 200,000 
 More than RMB 200,000 
 
Q9. What is the main purpose of your visit to the U.S.? 
 Leisure 
 Visiting family and relatives 
 Business 
 Education 
 
Behavioral Beliefs Factors 
Ethnic food was defined by The Food Marketing Institute (1998) as products that a 
particular ethnic (racial, national) or cultural group favors, such as Mexican, Chinese or 
Kosher foods. Please recall your food consumption experiences during your visit in the 
U.S. Before answering the questions below, please briefly describe the dining experience 
you recall. You can describe what kind of restaurant you went to and how did like the 
overall experience. 
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Please rate the extent to which you agree or disagree with the following statements. 
Order questions randomly 
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It is important to me that unfamiliar 
ethnic food I eat smells nice (Sen1) 
              
It is important to me that unfamiliar 
ethnic food I eat looks nice (Sen2) 
              
It is important to me that unfamiliar 
ethnic food I eat has a pleasant 
texture (Sen3) 
              
It is important to me that unfamiliar 
ethnic food I eat tastes good (Sen4) 
              
When I was trying unfamiliar ethnic 
food, the employees of the 
restaurant made helpful suggestions 
to me (Com1) 
              
When I was trying unfamiliar ethnic 
food during my visit, the employees 
of the restaurant showed consistent 
courtesy (Com2) 
              
When I was trying unfamiliar ethnic 
food, the restaurant had employees 
who communicated in a friendly 
and personal manner (Com3) 
              
When I was trying unfamiliar ethnic 
food, the restaurant had employees 
who were willing to help me 
(Com4) 
              
When I was trying unfamiliar ethnic 
food, it was easy for me and the 
employees in the restaurant to 
understand each other (Com5) 
              
I am concerned about food-borne 
illness when I am dining out (Saf1) 
              
I am concerned about additives and 
preservatives when I am dining out 
(Saf2) 
              
I am concerned the hygienic 
performance of the restaurants in 
general (Saf3) 
              
I have knowledge related to food 
safety (Saf4) 
              
I feel comfortable to use different 
tableware to have unfamiliar ethnic 
food when I am travelling (Tab1) 
              
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I feel comfortable to consume 
unfamiliar ethnic food in a local 
way  when I am travelling (Tab2) 
              
I accept the raw materials used for 
unfamiliar ethnic food (Tab3) 
              
I accept how unfamiliar ethnic food 
are prepared (Tab4) 
              
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Theory of Planned Behavior 
How would you think of consuming unfamiliar ethnic food during your visitation? 
Unenjoyable (AttF1)               Enjoyable 
Foolish (AttF2)               Fun 
Unpleasant (AttF3)               Pleasant 
Unfavorable (AttF4)               Favorable 
Dislike (AttF5)               Like 
 
What do you think of the service quality when you consumed the unfamiliar ethnic food 
during your visitation in the U.S.? 
Bad (AttS1)               Good 
Unenjoyable (AttS2)               Enjoyable 
Unpleasant (AttS3)               Pleasant 
Unfavorable (AttS4)               Favorable 
Dislike (AttS5)               Like 
 
Please rate the extent to which you agree or disagree with the following statements. 
Order questions randomly 
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Most people who are important to me 
think I should consume unfamiliar ethnic 
food when travelling (SN1) 
              
It is expected of me that I should consume 
unfamiliar ethnic food when travelling 
(SN2) 
              
People whose opinions I value would 
prefer that I consume unfamiliar ethnic 
food when travelling (SN3) 
              
Whether or not I consume unfamiliar 
ethnic food when travelling is completely 
up to me (PBC1) 
              
I am confident that if I want, I can 
consume unfamiliar ethnic food when 
travelling (PBC2) 
              
I have time, money and information to 
consume unfamiliar ethnic food when 
travelling (PBC3) 
              
I am willing to consume unfamiliar ethnic 
food when travelling (IN1) 
              
I want to consume unfamiliar ethnic food 
if I have a chance to revisit (IN2) 
              
I expect to consume more unfamiliar 
ethnic food if I have a chance to revisit 
(IN3) 
              
92 
 
Food Neophobia Scale 
Please rate the extent to which you agree or disagree with the following statements. 
Order questions randomly 
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I am constantly sampling new foods 
(FNS1) 
              
I will try food although I don't know what 
a type of food it is (FNS2) 
              
I like foods from different cultures 
(FNS3) 
              
At dinner parties, I will try new foods 
(FNS4) 
              
I feel comfortable to eat things I have 
never had before (FNS5) 
              
I like to try new ethnic restaurants (FNS6)               
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